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Advice  for  Young 
Journalists 


UT  ife  is  not  good  for 

I  Journalists.  And  while 

I  a  couple  of  years  ago 

1  hai'bored  hopes  that 
things  might  improve,  those  hopes 
have  now  prett)’^  much  evaporated. 
Things  are  not  only  bad;  they’re  go¬ 
ing  to  get  worse... I’m  sure  that  many 
people  have  told  you  this  already,  but 
take  it  from  me  as  well;  journalism  is  a 
dumb  career  move.” 

Writer  Felix  Salmon  shared  those 
words  in  a  Fusion.net  article  “To  All 
The  Young  Journalists  Asking  for 
Adrtce”  (fus.in/lIFAiJY)  in  Februaiy, 
triggering  passionate  responses  from 
those  in  the  journalism  world.  It  even 
caused  # AdviceForYoungJ ournalists 
to  trend  on  'Rrttter  as  ad^^ce  poured 
in.  Some  of  them  included: 

“I’ve  never  learned  anything  while  I 
w'as  talking.  Always  listen!”— Lany^  King 
“Don’t  buy  into  the  myth  that 
there’s  a  trade-off  bertveen  high  per¬ 
formance  at  work  and  taking  care  of 
yourself.”— Arianna  Huffington 
“Save  rejection  letters.  There’s  a 
reason  you  weren’t  hired.  Be  ^\^lling  to 
pay  your  dues.” — Matt  Maiocco  (CSN 
Bay  Area  reporter) 

“Journalism  isn't  just  ^^Titing.  And 
journalism  isn’t  just  what  journalists 
do.  It’s  a  way  to  look  into  the  world.”— 
Alberto  Cairo  (University'  of  Miami 
professor) 

“Read  a  lot.  Write  more.  And  be¬ 
ware  of  adrtce  from  has-been  jour¬ 
nalists  who  rose  in  a  different  era.”— 
Nicholas  Kristoi' (Nexo  York  Times 
columnist) 

Quite  a  difference  from  Salmon’s 
article.  So,  what  kind  of  advice  should 
y'oung  journalists  listen  to,  and  most 
importantly,  follow? 

We  asked  our  25  Under  35  to  share 
their  own  words  of  wasdom  with  other 
young  professionjils  in  the  industiy. 


and  none  of  them  expressed  regret  for 
following  a  path  that  led  them  into  a 
newspaper  career.  That  might  change  in 
10  or  15  years,  but  I  don’t  see  that  hap¬ 
pening.  Not  when  y'ou  heai'  ad\ice  like; 

“Be  proud  of  your  industry'  and  y'our 
role  in  shaping  it.  There  is  no  one  else 
that  can  say  they  produce  a  new  product 
each  and  eveiy  day,  and  deliver  to  more 
households  than  any  other  local  new's 
source.”— Andrea  Vick  (Austin  Axneri- 
can-Statesman  local  sales  manager) 

“Our  industiy  has  been  greatly 
dismpted  in  the  10  y'ears  I  have  taken 
part,  so  look  for  opportunities  to  be 
the  disiiiptor.  Leverage  the  trusted 
brand  you  work  for  to  create  unique 
products,  events,  audiences  and  tiy 
new'  ideas.”— John  Sloan  {Deseret 
Neros  I  Salt  Lake  Tribune,  Growtix 
senior  lice  president  and  general 
manager) 

“None  of  us  began  w'orking  at  a 
new'spaper  because  we  expected  it  to 
be  easy;  in  fact,  for  many  of  us,  we 
joined  this  industry'  because  we  believe 
w'e’re  uniquely'  positioned  to  solve 
those  challenges  and  sewe  a  greater 
good.”— Ry'an  Martin  {TheElkha.it 
Truth  managing  editor) 

These  young  men  and  women  un¬ 
derstand  our  struggles  and  challenges, 
but  all  of  them  are  proud  to  be  w'ork- 
ing  in  this  exciting— and  sometimes 
shaky—  field.  Journalism  continues  to 
change  and  evolve.  They  know  that; 
y'et  these  editors,  advertising  directors, 
reporters,  circulation  managers,  I'ideo 
editors,  digital  experts  (among  others), 
are  willing  to  roll  up  their  sleeves  and 
embrace  w'hatever  the  future  brings. 
And  that’s  w'hat  they  see— a  future. 

They  haven’t  accumulated  the  years 
y'et  or  perhaps  gone  through  the  same 
kind  of  experiences  as  their  seasoned 
colleagues,  but  w'hen  it  comes  to  giv¬ 
ing  adiice,  I  trust  them.— ATT 
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of  an  Ad\'anced  Journalism  Degree 
Worth  the  Investment?”  November 
2014)  But  if  the  courses  arm  you  to 
evolve  along  new  lines  of  knowledge, 
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step  into 

Another 

Dimension 

University  of  Missouri  researchers 
and  news  professionals  developing 
3-D  technology  for  newsrooms 

By  Adreana  Young 


>  Associate  professor,  Bimal  Balakrishnan  and  graduate  student, 
James  Hopfenblatt,  work  on  3-D  technology. 


Journalism  is  evolving  in  ways  some  never 

pictured.  However,  Bimal  Balakrishnan  and  Clyde 
Bentley  of  the  University  of  Missouri  (MU)  are 
imagining  it  in  3-D. 

Balakrishnan,  an  associate  editor  of  architectural  studies 


at  the  University  of  Missouri,  alongside  Bentley  and  others, 
is  e.xploring  the  practical  potential  of  3-D  imaging  in  jour¬ 
nalism.  The  MU3D  project  is  a  collaborative  effort  between 
Balakrishnan’s  lab,  the  School  of  Journalism  at  MU  and 


Newsy,  a  multimedia  site. 

'Fhe  project  is  divided  in  to  three  phases,  said  Bal¬ 
akrishnan.  The  first  phase  is  simple,  to  look  at  the  current 


y  A  screenshot  of  the  3-D 
technology  being  worked 
on  in  Bimal  Balakrishnan’s 
lab  at  the  University  of 
Missouri. 


landscape  of  3-D  technology;  the  second  phase  determines 
which  tools  work  in  terms  of  work  flow;  and  finally  the 
team  will  look  at  the  affordance  of  the  3-D  technology,  dis¬ 
play  tj’pe  and  level  of  interaction,  and  evaluate  the  impact 
on  audiences  as  well  as  gather  feedback  from  newsrooms 
and  professionals. 

Introducing  3-D  technology  into  the  newsroom  opens  up 
the  possibility  for  storjtelling  in  a  new  fashion.  Balakrish¬ 
nan  believes  3-D  technolog}’  would  add  another  layer  of 
complexity  to  reporting  and  could  lead  to  more  engaged 
and  informed  audiences.  The  technolog}’  would  offer  a 
more  interactive  experience  for  readers. 

“There  are  many  complex  stories  that  are  not  easily 
conveyed  through  text,  still  images  or  rideo/animations. 
Interactive  3-D  content  can  be  helpful  for  such  pieces,”  Bal¬ 
akrishnan  said.  “There  are  other  stories  that  aim  to  create 
empathy  and  immersive  videos  and  interactive  content  can 
be  more  engaging.” 

For  now,  however,  Balakrishnan  and  his  team  are 
continuing  their  work  on  the  technology.  The  two  biggest 
challenges  Balakrishnan  sees  are  not  based  on  production, 
but  whether  or  not  there  will  be  “enough  content  to  make 
it  viable  and  the  standards  for  sharing  3-D  content  across 
devices,  platforms  and  bandwdth.”  The  second  biggest 
challenge,  he  said,  is  quality. 

Balakrishnan  said  because  of  the  level  of  3-D  quality  people 
seen  in  Hollywood,  it  would  be  difficult  to  balance  production 
times  and  cost  while  producing  a  credible  3-D  piece. 

Wliile  many  may  see  3-D  journalism  as  a  thing  of  the 
future,  Balakrishnan  said  it  may  be  closer  to  becoming  a 
reality  than  most  people  think.  “The  software  tools  we  are 
using  are  affordable  and  within  reach  of  most  newsrooms. 
Many  big  TV  channels  already  have  expert  motion  graph¬ 
ics  artists  who  have  a  lot  of  skills  \vith  3-D  modeling  and 
animation  tools  as  well  as  video  post-production  tools.” 

The  work  Balakrishnan  and  his  team  at  MU  are  do¬ 
ing  paired  with  aff  ordable  software  and  the  right  markets 
prove  that  the  fixture  might  already  be  here. 

For  more  information,  visit  mu3d.wordpress.com. 
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The  Ferguson 
Project 

St  Louis  Post-Dispatch  launches  “Ferguson,"  a 
collection  of  nearly  six  months  of  reporting  on  the 
shooting  of  18 -year- old  Michael  Brown 


►  St.  Louis  Post- 
Dispatch  photogra¬ 
pher  David  Carson 
(decked  out  in  a  gas 
mask,  helmet  and 
flak  jacket)  takes 
shelter  in  a  Ferguson 
home  near  the  loca¬ 
tion  where  police 
shot  tear  gas.  (Photo  I 
courtesy  of  David 
Carson/5f.  Louis  \ 

Post-Dispatch)  \ 


From  the  front  lines,  the  St.  Louis  Post-Dispatch  reported  day  and 
night  on  the  eruption  of  civil  unrest  in  Ferguson,  Mo.  that  began 
in  August  2014.  The  protests  followed  the  fatal  shooting  of  Michael 
Brown,  an  18-year-old  African-American,  by  Darren  Wilson,  a 
white  police  officer.  After  a  no  indictment  verdict  came  back  for  Wilson, 
Ferguson  residents  and  people  around  the  nation  began  protesting  both 
peacefully  and  violently  against  the  decision. 

Faced  with  the  daunting  task  of  compiling  every  photo,  story  and  video 
from  the  nation-wide  news  story,  the  Post-Dispatch  launched  “Ferguson." 
The  online  project  (graphics.stltoday.com/ferguson)  is  a  collection  of  nearly 
six  months  of  reporting,  including  more  than  600  stories,  14  videos,  and 
hundreds  of  photos,  all  produced  by  the  Post-Dispatch  staff,  for  readers  to 
better  navigate  and  understand  the  timeline,  severity  and  impact  of  what 
happened  in  Ferguson. 

“I  think  (the  site)  reminds  us  all  of  the  profound  impact  these  events  had— 
and  continue  to  have-on  our  community.  It’s  a  resource  for  people  who 
want  to  learn  more,  and  for  people  who  worry  about  similar  issues  in  their 
own  communities,"  said  managing  editor  Jean  Buchanan. 

She  said  that  while  the  story  was  unfolding  the  Post-Dispatch's  website 
was  “overwhelming  to  look  at,  and  it  was  difficult  to  figure  out  what  to  read 
to  get  a  good  sense  of  the  events." 

At  the  height  of  the  protests,  the  Post-Dispatch  had  eight  photographers 
working  aroimd  the  clock,  said  Lynden  Steele,  director  of  photography. 

Flooded  with  stories,  images  and  video  from  the  events,  Buchanan  said  it 
wasn't  until  months  later  that  they  were  able  to  organize  the  content. 


"We  started  talking  a  few  months 
in  about  a  better  way  to  curate 
the  material,  but  we  were  still  so 
slammed,  we  didn’t  have  time  to  act. 
Once  things  slowed  down  in  Decem¬ 
ber,  we  were  able  to  focus  on  a  better 
format,"  she  said. 

After  much  of  the  turmoil  tapered 
off,  seven  people  from  the  Post- 
Dispatch,  headed  by  online  graphics 
director  Chris  Spurlock  and  online 
content  coordinator  Beth  O’Malley, 
finally  sat  down  to  compile  the 
material  and  design  the  website,  said 
Buchanan.  The  project  took  about 
eight  weeks  to  create. 

The  website  is  sorted  into  14  dif¬ 
ferent  categories  ranging  from  the 
shooting  and  the  events  following, 
to  the  economic  impact,  the  dvil 
rights  debates,  and  to  solutions  for 
the  future. 

Buchanan  said  that  throughout 
the  reporting  she  had  kept  a  nmning 
spreadsheet  of  the  coverage,  which, 
she  says,  “helped  tremendously  in 
figuring  out  the  stories  to  include...It 
was  daunting  to  narrow  the  mate¬ 
rial  to  five  to  eight  stories  for  each 
topic,  and  I  read  many  stories  again 
through  the  process." 

As  readers  scroll  through  the 
categories  they  can  click  on  ad¬ 
ditional  stories,  featured  videos  or 
photo  galleries  for  that  particular 
category. 

But  the  project  didn't  end  there. 
Buchanan  said  the  Post-Dispatch  is 
continuing  its  coverage  of  the  story 
as  news  happens.  “We  still  have 
protests,  the  governor’s  Ferguson 
Commission  is  coming  up  with  rec- 
ommendations  for  change,  there  are 
bills  in  the  General  Assembly  to  re¬ 
form  the  municipal  coiuts,  St,  Louis 
is  considering  a  civilian  review  board 
to  investigate  police  shootings.  And 
we  are  still  doing  our  own  investiga¬ 
tions.  I  expect  us  to  be  writing  about 
the  events  and  issues  for  the  rest  of 
my  career,  certainly." -AY 
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X  Marks  the  Spot 

Integration  X  provides  newspapers  ad 
production  and  management  solutions 


The  Denmark-based 

software  company,  Integra¬ 
tion  X  has  made  its  way  to 
North  America,  opening  a 
new  office  in  Nashua,  N.H.  Integra¬ 
tion  X  pro\ades  solutions  for  newspa- 
]iers,  magazines,  and  digital  publishers 
that  automate  work  processes  and  add 
^'alue  to  the  supply  chain,  said  director 
of  sales.  North  America,  Tom  Grilli. 

I  leaded  by  Grilli,  the  U.S.  office  is 
in  place  to  fill  a  market  that  is  “ready 
to  accept  new  ways  of  working  and 
re-engineering  (the)  work  process,” 
said  Jacob  Salomonsen,  Integration  X 
sales  manager. 

‘The  U.S.  was  a  natural  next  step 
for  us,”  he  said.  “From  experience,  we 
know  that  U.S.  publishers  need  new 
solutions  and  better  systems  to  sustain 
flexibility  in  ad  production.” 

According  to  Grilli,  Integration  X 
is  aimed  at  two  segments:  advertising 
production  and  page  production.  The 
company  uses  two  product  suites:  AD- 
POINT  and  OUTPUTWORKFLOW. 

ADPOINT  is  a  complete  solution 
for  advertising  material  management 
and  production,  said  Grilli.  “With 
ADPOINT,  publishers — (whether 
they  are)  print  or  digital — keep  track 
of  ad  materials,  assets,  proofs,  and 
production  files.  ADPOINT  includes 
a  complete  asset  management 
database  as  well  as  customer  portal 


^  Tom  Grilli, 
director  of  sales, 
North  America 


and,  as  such,  can  manage  outsourced 
production,  in-house  production,  or  a 
combination.” 

For  editorial  teams.  Integration  X 
offers  OUTPUTWORKFLOW.  The 
program  can  be  used  for  publication 
planning  and  page  proofing. 

“OUTPUTWORKFLOW  offers  a 
complete  ovendew  and  flexibility  in 
the  page  output  process,”  Grilli  said. 

Integration  X  was  founded  in  1998 
near  Copenhagen,  Denmark.  Over 
the  last  18  years,  they  have  expanded 
to  four  different  countries  including 
Norway,  Hungary,  Spain  and  the  U.S, 
this  year.  Now,  70  percent  of  Integra¬ 
tion  X’s  customers  are  based  outside 
of  Denmark. 

But,  the  U.S.  isn’t  the  last  stop  for 
Integration  X;  they  are  currently  look¬ 
ing  at  the  market  for  business  in  South 
America,  Australia,  and  New  Zealand. 


Integration  X  plans  to  continue 
adding  to  the  functionality  of  AD¬ 
POINT  in  order  to  better  enable  pub¬ 
lishers  and  the  media  industry  with  an 
effective  product. 

“We’ve  already  added  support  for 
banners  and  mobile  ads  to  ADPOINT. 
We  expect  to  continue  down  this 
path  with  new  integration  modules 
for  ad  serving  as  well  as  even  better 
support  for  rich  media  formats,”  said 
Salomonsen. 

He  added  they  will  be  “introducing 
a  complete  planning  and  dummying 
solution  that  builds  on  the  ADPOINT 
core  and  connects  advertising  mana- 
gexrment  to  editorial  planning.  This 
product  is  called  PLANPOINT  and 
will  soon  be  in  beta  release.” 

For  more  information  on  Inte¬ 
gration  X  and  their  products,  go  to 
integration-x.com.  —AY 
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Member  Benefits 

The  Albuquerque  JoumaTs  new  app  offers 
subscribers  discounts  at  local  businesses 


In  an  effort  to  gain  and  retain 

newspaper  subscribers,  the 
Albuquerque  Journal  has  come  up 
with  an  innovative  way  to  main¬ 
tain  subscriptions:  The  Journal 
Rewards  app. 

'File  free  app  offers  member  dis¬ 
counts  on  local  businesses  and  restau¬ 
rants,  but  only  members  subscribed 
to  Xho  Journal  newspaper  can  access 
them,  said  \ace  president  of  circulation 
.loseph  Leong. 

“Journal  Rewards  is  (a)  win,  \vin, 
win.  The  new  program  provides  pro- 

y  Journal  Rewards  app  showcasing  featured 
businesses 
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From  the  Archive 


>  Wise  Advice 


►  The  retail  advertising  staff  of  the  Portland  (Ore.)  Journal  show  the  j 
way  of  cleaning  out  a  two-year  accumulation  of  old  papers.  Donning  i 
work  clothes,  they  ransacked  the  department’s  files  thoroughly  and 
produced  1,000  pounds  of  useless  records.  This  photo  originally  ap¬ 
peared  in  the  Jan.  22, 1944  edition  of  E&P. 


Kim  Wooch  is  the  vice  president  of  advertising  for  the  Lex¬ 
ington  Herald-Leader  in  Lexington,  Ky.  She  is  a  ‘25-year 
veteran  of  the  McClatchy  Co.,  where  she  has  managed  six  of 
their  properties  from  advertising  to  publisher.  She  has  served 
on  press  association  boards  in  South  Carolina,  Florida  and 
Kentucky. 


Whafs  the  best  piece  of 
business  advice  you’ve 
ever  received? 

“1  have  received  a  lot  of  career¬ 
changing  and  mostly  daily-oper¬ 
ational  advice  iis  I’ve  maneuvered 
through  our  industr^^  However, 
singularly,  the  best  piece  of  adxdce 
is,  ‘You  can’t  sweat  the  small  stuff. 
Choose  your  battles  wisely.’  1  have 
learned  that  I  have  to  be  strategic 
about  saxing  my  battles  for  big  important  issues  and  ex^alu- 
ating  my  priorities  regularly.  If  it’s  not  hugely  significant  to 
me,  I’x^e  told  myself  it’s  okay  to  concede  to  someone’s  idea 
or  thought.  As  Dale  Carnegie  said,  ‘Any  fool  can  criticize, 
complain,  condemn,  and  most  fools  do.  Picking  your  battles 
is  impressive,  and  fighting  them  fairly  is  essential.’” 


y  Kim  Woods 
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motionaJ  and  advertising  benefits  to 
the  business  partners.  The  newspaper 
is  providing  a  dynamic  and  low-cost 
rewards  program  to  all  its  members. 
Most  importantly,  our  members 
receive  something  very  tangible  —  sav¬ 
ings  —  they  cam  only  get  with  their 
newspaper  membership,”  said  Leong. 

Currently,  the  Journal  Reweu-ds 
app  program  is  partnered  with  80 
different  businesses  at  275  participat¬ 
ing  locations  where  members  can  use 
their  Journal  Rewards  discount.  The 
program  has  already  attracted  3,200 
members  since  the  app  launched  in 
December  2014.  Leong  said  he  expects 
the  app’s  growth  to  continue. 

‘The  app  provides  us  real-time 
transactional  data  of  the  member’s 
usage,”  he  said.  “Location,  time, 
date,  and  amount  saved  are  sent  to  a 
backend  management  database.  We 
are  able  to  give  members  a  summary 


I  of  their  savings,  (such  as)  “Congratula- 
I  tions,  you’ve  used  Journal  Rewards  22 
times  and  saved  $110,”  and  this  will 
become  a  valuable  message  for  the 
paper  to  provide  on  renewal  invoices. 

While  the  app  is  still  fairly  new'  to  the 


The  newspaper  is  providing 
a  dynamic  and  low-cost 
rewards  program  to  all  its 
members. 


I  Journal,  Leong  believes  it  will  have  a 
I  significant  impact  on  the  new'spaper’s 
'  subscriber  retention  rate.  He  said  that 
I  once  the  app  gains  a  little  history  and 
I  traction  the  Journal  ^vill  be  able  to  see 
I  a  correlation  between  a  subscriber  ^vith 


no  engagements  versus  a  subscriber 
who  uses  the  app  regularly. 

Moving  forward,  Leong  believes 
constant  communication  with  mem¬ 
bers  will  help  maintain  the  positive 
momentum  they  are  currently  seeing. 
The  app  features  a  feedback  link 
w'here  members  can  tell  the  Journal 
about  their  experience. 

Not  only  does  Leong  plan  to  com¬ 
municate  with  their  customers,  the 
app  will  be  getting  new  features  as 
well.  These  include:  feature  merchant 
ads,  featured  subscriber  ads,  real  sub¬ 
scribers  w'riting  about  their  monthly 
savings,  and  themed  ads. 

Leong  said  he  believes  other  news¬ 
papers  should  try  similar  programs  in 
order  to  stay  current  with  the  chang¬ 
ing  market. 

“We  all  need  to  add  value  to  our 
products  and  services  in  out-of-the- 
box  ways,”  he  said.  —AY 


COMMUNITY  PUBLISHERS,  INC. 

HAS  SOLD 

MISSOURI  PUBLISHING  GROUP 

6  publications 

ARKANSAS  PUBLISHING  GROUP 

2  publications 

and  related  commercial  printing  operations 


EXrHAIS^ 

'SSJTIMES 

‘iltoTinE 

jJT  =-  t-:  «,r 

»-  -  ■  O 

HCtbOraaiNm 


TO 

PHILLIPS  MEDIA  GROUP,  LLC 

We  are  pleased  to  have  represented 
Community  Publishers,  Inc.  in  this  transaction. 


Dirks,  Van  Essen  Miirrav 


editorandpublisher.com 


APRIL  2015  I  E&P  I  13 


- [the  A  section] - 

A  Collaboration 
of  the  Press 

Temple  University  partners  with  The  Philadelphia  Inquirer, 
the  Philadelphia  Daily  News  and  other  local  media  outlets  to 
cover  the  2015  mayoral  race 


Philadelphia  news  outlets  and  Temple 

University  are  focusing  on  innovative  reporting  to 
cover  this  year’s  mayoral  candidate  race.  ‘The 
Next  Mayor,”  is  a  collaboration  between  local 
newspapers,  media  and  Temple  University  students  meant 
to  produce  “higher-quality,  issues-focused  coverage  of  the 
mayoral  campaign,”  said  David  Boardman,  dean  of  Temple 
University’s  School  of  Media  and  Communication. 

'fhe  joint  effort  between  The  Philadelphia  Inquirer, 
Philadelphia  Daily  News,  Philly.com,  WHYY,  News- 
works  and  900-AM  WURD,  as  well  as  cirtc  groups 
Committee  of  Seventy,  Young  Involved  Philadelphia,  and 
Temple  University’s  SMC  gives  Philadelphia  media  a 
broader,  yet  more  focused  way  of  covering  all  aspects  of 
the  race. 

“The  Next  Mayor”  is  funded  by  a  grant  for  $350,000 
li  oin  the  Wyncote  Foundation.  Boardman  said  the  idea  for 
this  collective  coverage  came  from  the  Wyncote  Foundation 


who  wanted  to  encourage  that  higher- 
quality  of  reporting. 

“Either  of  the  partners  has  access  to  and 
connections  \vith  different  constituencies 
of  the  city.  Together,  we  will  provide  a 
more  complete  picture  of  voter  concerns 
and  wall  amplify  their  voices,”  Boardman 
said.  ‘There  also  is  a  joint  commitment 
from  the  partners  to  elevate  the  coverage 
above  the  topical  horse-race  paradigm 
and  to  focus  more  closely  on  the  essential 
issues  faced  by  this  city.” 

Not  only  will  this  team  effort  help  read¬ 
ers  gain  better  insight  into  their  mayoral 
race,  but  the  students  at  Temple  Uni¬ 
versity’s  SMC  will  be  able  to  assist  in  the 
reporting  by  “owTiing  certain  sectors  of 
coverage,  particularly  reporting  on  neighborhoods  that  are 
often  overlooked  by  the  mainstream  press  and  on  the  \iews 
of  younger  voters,”  said  Boardman. 

Covering  underreported  areas  in  Philadelphia  has  been 


>  Local  Philadelphia  media  oulets  and  Temple 
University  have  come  together  to  cover  the 
2015  mayoral  race,  allowing  for  better  coverage 
of  the  election. 


>  Students  at  Temple  University  work  with  local  media  to  collaborate 
on  “The  Next  Mayor”  project. 
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one  mission  of  the  SMC;  this  project 
\\all  help  the  college  achieve  that  goal. 
Student’s  work  wll  appear  on  Philly. 
com  alongside  professional  journal¬ 
ists’  work. 

With  so  much  emphasis  on  head¬ 
line  clicks,  social  media  followers, 
and  exclusives  “The  Next  Mayor” 
shifts  that  emphasis  on  to  team  effort 
and  more  well-rounded  news  for  an 
inventive  way  to  inform  the  residents 
of  Philadelphia  on  what  Boardman 
says  is  the  most  fundamental  respon¬ 
sibility  of  the  press:  informing  the 
electorate. 

“There  is  a  fundamental  shift  occur¬ 
ring  in  journalism  around  the  countiy^ 
and  around  the  world  these  days,  ^vith 
most  of  us  recognizing  that  in  an  era 
when  resources  are  so  limited,  there 
is  so  much  power  in  collaboration,” 
he  said.  “And  it’s  not  just  a  matter  of 
numbers;  it’s  also  a  function  of  per¬ 
spective  and  skill  set.  It’s  the  future,  to 
be  sure.”  —AV 
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New  Vocabulary  for 
the  Modern  Era 


Netizen 

(noun):  a  person  who 
actively  uses  the  Internet 
especially  in  a  proper  and 
responsible  way. 

“Netizens  were  quick  to 
react  online  by  praising 
(Leonardo  Espina’s)  speech 
and  supporting  his  search  for 
the  #TruthForTheFallen44.”  - 
gmanetwork.com 
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Newspaper  Sues  Florida  Governor 
for  Alleged  Sunshine  Violation 

The  Florida  Society  of  Newspaper  Editors,  the  Associated  Press,  sunshine 
law  advocates,  and  a  lawyer  filed  a  lawsuit  on  Feb.  4, 2015  against  Florida 
Gov.  Rick  Scott  and  the  Cabinet.  The  lawsuit  alleges  that  Gov.  Scott  violated 
the  sunshine  law-a  law  requiring  certain  proceedings  of  governmental 
agencies  to  be  open  or  available  to  the  public,  according  to  the  Miami  Herald 
The  lawsuit  states  that  the  governor  “forced  the  resignation"  of  a  former 
Horida  Department  of  Law  Enforcement,  Chief  Gerald  Bailey.  According 
to  the  Herald,  the  lawsuit  requests  the  court  declare  that  all  meetings  are 
subject  to  the  sunshine  law  and  seeks  an  injunction  against  Florida’s  top 
officials  who  violate  the  simshine  law  in  the  future. 

National  Post  to  Pay  $50,000  to 
Climate  Scientist  after  Libel  Lawsuit 

A  Canadian  climatologist.  Dr,  Andrew  Weaver,  has  won  a  libel  suit  against 
The  National  Post.  A  British  Columbian  Supreme  Court  Justice  decided  the 
newspaper's  published  articles  from  2009  and  2010  were  in  fact  inaccurate 
and  defamatory  to  Weaver's  character.  Justice  Emily  Burke  awarded  Weaver 
$50,000  in  damages  from  the  Post,  according  to  the  paper.  The  lawsuit  focused 
on  four  articles  written  by  journalists  Terence  Corcoran,  Peter  Foster  and  Kevin 
Libin,  and  Justice  Burke  stated  that  the  writers'  skepticism  of  climate  change 
'  ‘led  them  to  deliberately  create  a  negative  impression  of  Mr.  Weaver." 
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Karl  Perron/  The  Baltimore  Sun 


A  duck  decoy  remains  frozen  in  a  manmade  pond  outside  of  a  iate-18th  century  mansion  after 
a  3-alarm  fire  destroyed  the  home  in  Baltimore,  Md.  The  cause  of  the  fire  was  unknown.  Dam¬ 
age  to  the  Civil  War  era  mansion  was  estimated  at  more  than  a  million  dollars. 


We  strive  to 
be  people  of 
integrity  in  all 
things,  not  just 
somethings. 


critical  thinking 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
adreana@editorandpublisher.com. 


J-school  students  and  industry  vets 
tackle  the  tough  questions 

In  February,  NBC  Nightly  News  anchor  Brian  Williams  recanted  his 
r  %  0  story  about  being  in  a  helicopter  that  had  been  hit  by  enemy  fire  and 
1  _  I  forced  down  during  the  Iraq  War  in  2003.  Considering  this,  should 

®  journalists  be  held  to  a  higher  standard  of  truth  even  when  they  ere 
not  reporting  the  news? 


A  Is  there  a  “higher” 
*  standard  of  truth? 
•  Facts  are  facts.  An 
event  happened  or  it  did  not. 

.Journalists  and  journalism 
stand  for  truth,  always.  We 
strive  to  be  people  of  integrity 
in  all  things,  not  just  some 
things.  We  strive  for  that 
standard  in  our  reporting  and 
in  our  actions  as  profession¬ 
als  who  chronicle  the  world 
around  us. 


Ain  my  opinion,  a 
®  world-renowTied 
•  journalist  like 
llrian  Williams  is  held  to  the 
highest  degree  of  truth.  It  is 
difficult  for  one’s  journalist 
]iersona  to  be  distinguished 
ii'om  their  personal  persona. 

Brian  Williams  “the  journal¬ 
ist”  cannot  be  separated  from 
Brian  Williams  “the  enter¬ 
tainer.” 

The  problem  that  Williams 
faces  is  that  he  is  an  entertain¬ 
er,  in  addition  to  a  journalist. 

I  le  got  caught  up  in  the  fame 
and  notoriety  that  came  vith 
li^^ng  in  pop  culture.  Williams 
appeared  on  countless  talk 
and  comedy  shows,  acting  as 
himself.  As  an  entertainer, 

Williams  got  carried  away  in 
his  owTi  story  and  embellished 
the  truth  to  get  an  amplified 
reaction  from  audiences. 

While  Williams  was  not  formally  representing  NBC 
Nightly  News  during  these  performances,  he  is  still  associ¬ 
ated  vith  the  news.  As  a  well-respected  journalist,  he  is 
married  to  the  news  and  should  always  be  faithful. 

Because  Williams’  primary  occupation  is  a  journalist,  he 
must  act  as  such.  America  turns  on  their  ’IVs  to  watch  him 
report  the  facts.  Wlien  Williams  signed  on  to  be  the  NBC 
Nightly  News  anchor,  he  made  his  choice  to  be  a  journalist, 
first  and  foremost. 

Wdiile  I  do  believe  what  Williams  did  was  WTong,  I  don’t 
(relieve  he  is  the  rillain  the  media  is  painting  him  to  he. 
Williams  has  admitted  fault  and  apologized;  I’m  sure  from 
this  veiy  public  and  embarrassing  ordeal,  he  has  learned 
his  lesson. 

As  a  journalist,  you  must  report  the  facts.  The  entire 
c()untr>'^  is  counting  on  journalists  like  Brain  Williams  to 
tell  the  tmth;  because  at  the  end  of  the  day,  all  we  have  is 
our  word. 


Michael  Anastasi,  49 
executive  editor,  Los  Angeles 
News  Group 


Melanie  Potter,  21, 
senior 

Loyola  University 
(New  Orleans,  La.) 


Anastasi  has  been  vice  presi¬ 
dent  of  news  and  executive 
editor  of  the  LosAnf'eles  News 
Group  since  Au^t  2012. 
Prior  to  that,  he  served  as 
inanapng  editor  o/The  Salt 
l.fikc  Tribune./or  eight  years. 


Often,  people  can  interpret 
the  same  event  differently— 
she  was  an  exeellent  legislator, 
she  was  a  poor  legislator;  the 
concert  was  great,  the  concert 
was  bad— but  the  underljing 
facts  cannot  be  changed.  A  concert  took  place,  this  person 
served  in  office. 

Our  industiy’^  has  traditionally  dealt  sternly  with  of¬ 
fenders  when  fabrication  has  been  exposed  because  it  is 

so  grievous— recall  Janet 
Cooke,  Stephen  Glass,  Jay- 
son  Blair  and  Jack  Kelley 
among  notable  examples. 

That  is  because  a jour- 
nalist,  to  be  a  journalist, 

HntfjbjyjauU  must  hold  truth  as  a  virtue 

above  all  others.  We  may 
make  mistakes  because  we 
were  sloppy,  or  hurried,  or 
inexperienced  or  simply 
human,  and  those  errors 
come  with  their  owm  conse¬ 
quences.  But  intentionally  misrepresenting  the  truth  cuts 
to  the  verj’^  essence  of  who  we  are  and  w'hat  w^e  do. 

More  importantly,  it  cuts  to  the  verj'  essence  of  what  our 
audiences  expect  us  to  be. 

Our  work  speaks  for  itself.  Let  it. 

A  journalist,  to  be  a  journalist,  must  be  a  conveyor  of 
truth.  And,  I  say,  there  is  but  one  .standard.  ■ 


Potter  is  a  mass  communica¬ 
tion  senior  xcith  a  focus  in 
journalism.  She  is  the  current 
editor  of  Loyola’s  magazine. 
The  Wolf.  She  has  also  been 
city  editor  and  life  and  times 
editor  of  Loyola ’s  weekly 
newspaper,  The  Maroon. 
Potter  has  previously  written 
for  The  Marblehead  Reporter. 
Panorama  Magazine,  Nola 
Baby  and  Family  Magazine. 
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How  Investigative  Journalists  View 
Surveillance  and  Digital  Security 

Bust'd  on  an  onliv.v  suns-ii  uf  671  jour nalisi,,  who  ate  inamhcrs  of  jnvast;gaitvi: Hsporlc rs  and  luHioiS.  Liv.  ■;  BBE) 

gk  64%  of  IRE  journalists  believe  the  U.S.  government  has  probably  collected  data 
about  their  phone  calls,  emails  or  online  communications. 


38%  of  IRE  reporters  have,  in  the  past  year,  at  least  somewhat  changed  the  way 
they  communicate  with  sources. 


18%  of  IRE  reporters  turn  off  electronic  devices  when  meeting  sources  in  person. 

A  59%  of  IRE  reporters  meet  their  sources  in  person  instead  of  communicating  by 
JLk  phone  or  email. 

^  91%  of  IRE  journalists  use  different  passwords  for  different  online  accounts. 

41%  of  IRE  journalists  have  received  training  or  instruction  from  outside  sources 
about  ways  to  protect  themselves  and  their  sources. 

t  88%  of  IRE  journalists  rank  “decreasing  resources  in  newsrooms"  as  the  biggest 
challenge  facing  journalists  today. 

Eotre: :  IRE Naiioiuil Saiw'ti.  condiwteil  Dee.  20J  1- 


Press  Freedom  Barometer 
around  the  World 


Source:  Rrnortci: 
1 1  'i/Jtiu.d  Roni' 


Ill  2014 

Journalists  killed;  69 


Media  assistants 
killed:  11 


Netizens  (cybercitizens) 
and  citizen  journalists 
killed:  19 


III  2015  us  of  Febrio-jrv'  1 : 


k’  Journalists  killed:  13 


Netizens  and  citizen  journalists  killed;  0 


Journalists 
imprisoned:  164 


Netizens 
imprisoned:  178 
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Newspaper 

Audience 

Unique  Monthly  Visitors  to  U.S. 
Digital  Newspapers,  October  2013 
to  October  2014  (Adults  18+) 

Source:  Ncu^ipaper 
A-ssodaliori  of  America 


Oct.  2013  142  million 

Nov.  2013  148  million 

Dec.  2013  147  million 

Jan.  2014  146  million 

Feb.  2014  145  million 

Mar.  2014  161  million  ttmmttttmtttttftftmmtttt 

Apr.  2014  155  million  tmttftttmmmtmtfftttttt 

May  2014  153  million 

Jun.  2014  155  million  nttmtftttttttttftnttttmm 

Jul.  2014  157  million 

Aug.  2014  164  million 
Sep.  2014  164  million 

Oct  2014  166  million 
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Google  News 
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HuffingtonPost 
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CNN 

New  York  Times 

Fox  News 

95,000.000 

70,000.000 

65,000,000 

(Estimated  monthly  views, 

NBC  News 

63,000,000 

as  of  February  2015) 
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Mail  Online 

53,000,000 

Washington  Post 

47.000.000 

g 

The  Guardian 

42.000.000 

ww 

Wall  Street  Journal 

40,000,000 

obc 

ABCNews 

36,000.000 

BBC  News 

35,000,000 

USA  Today 

34,000.000 

e 

Los  Angeles  Times 

32,500,000 

Daily  Time  Spent  Reading  Newspapers 


in  the  United  States  in  Minutes.  Projected  for  2018 


m 


srr:.9 


St'-'; 


« 


1^ 


v^'^iaS 


wm 


Ever  since  legacy  publish¬ 
ers  and  broadcasters  got 
serious  about  selling  interac¬ 
tive  advertising,  they  have 
struggled  ^vith  how  to  do  it. 

Should  veteran  ad  representatives 
be  cross-trained  to  sell  portfolios  of 
traditional  and  digital  advertising? 
f’his  came  to  be  kno^^^l  as  the  two-leg 
sales  call. 

Should  specially  trained  digital  ad 
specialists  accompany  legacy  reps  on 
four-leg  sales  calls? 

Should  digital  marketing  strategists 
accompany  digital  ad  specialists  and 
legacy  reps  on  six-leg  sales  calls? 

Now,  some  of  the  biggest  names  in 
digital  publishing  are  going  in  a  decid¬ 
edly  different  direction  than  flooding 
the  zone  ^^ith  sales  power:  They  are 
mo\ing  to  zero-leg  sales  calls  that 
eliminate  human  beings  altogether. 

As  the  new  year  dawned,  Microsoft 
and  AOL  jettisoned  hundreds  (but  not 
all)  of  their  ad  sales  people  in  favor 


Running 

the 


Legged 


‘No-hands’  ad  sales 
challenge  legacy 
media 

By  Alan  D.  Mutter 


of  turning  their  digital  inventories 
over  to  powerful  computers  that  auc¬ 
tion  individual  page  impressions  in 
0.0000002  of  a  second— or  less.  The 
phenomenon,  which  aims  to  maximize 
the  value  of  an  ad  by  matching  the 
right  offer  to  the  right  person  at  the 
right  time,  is  called  programmatic  ad 
bu>dng  or  real-time  bidding. 

The  shift  is  being  propelled  by  the 
groAving  adoption  among  market¬ 
ers  of  systems  that  slice  and  dice  Big 
Data  about  existing  and  prospective 
customers  to  target  expenditures  as 
efficiently  as  possible.  The  most  ambi¬ 
tious  implementations  not  only  send 
ads  to  carefully  targeted  prospects,  but 
also  dynamically  tune  product  offer¬ 
ings,  sales  messages,  and  even  pricing 
to  boost  in-store  and  online  sales. 

The  reason  three-martini  Mad  Men 
are  being  replaced  by  triple-latte  Math 
Men  is  simple,  says  McKinse)’^  &  Co.  in 
a  white  paper  celebrating  what  it  calls 
the  “New  Golden  Age  of  Marketing” 
(tinyurl.com/mnk5abr).  “Long  gone  is 
spending  guided  mostly  by  intuition,” 
writes  McKinsey.  “Instead,  organiza¬ 
tions  are  seeking  greater  precision  by 
measuring  and  managing  the  con¬ 
sumer  decision  points  where  well- 
timed  outlays  can  make  the  biggest 
difference.” 

More  than  half  of  the  estimated  $11 
billion  in  digital  display  ads  purchased 
on  the  United  States  in  2014  were 
bought  via  programmatic  systems,  ac¬ 
cording  to  a  survey  by  Magna  Global, 
the  international  ad  agency  (tinyurl. 
com/mjfwdrm).  Magna  predicts  that 
82  percent  of  digital  display  ads  \vill 
be  bought  and  sold  by  computers  by 
the  end  of  2018,  driving  more  than 
$25  billion  in  volume. 

Because  they  serve  hundreds  of 
millions  of  page  views  per  month,  Mi¬ 
crosoft  and  AOL—  which  consistently 
rank  among  the  10  largest  digital 
properties — attract  enough  visitors  to 
seiTe  the  needs  of  marketers  seeking 
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j  I  ever\'one  from  vegetarian  Scrabble 
I  I  players  in  Scotland  to  burger-munch- 
I  f  ing  baseball  fans  in  Muncie. 
j  -1  Given  the  operating  scale,  financial 
j  ]  heft  and  technical  prowess  at  these 
i  I  digital  behemoths,  they  (and  their 
j  i  peers)  have  invested  in  the  technol- 
I  1  ()g>'  necessaiy^  to  track  and  categorize 

j  users  so  they  can  efficiently  proride 
^  access  to  marketers  arriring  via  the 
]  increcisingly  sophisticated  ad-buying 
I  networks  operated  by  Google/Double- 
i  j  Click,  Facebook  and  others, 
j  1  In  other  words,  the  digital  heavy- 
;  I  weights  essentially  are  abandoning  the 
i  j  ancient  practice  of  selling  banners  by 
I  ]  the  bushel,  encouraged  by  the  realiza- 
i  1  tion  that  the  ever-growing  inventor}' 
i  i  of  Web  and  mobile  inventory  vrill 
I  1  continue  to  commoditize,  and  thus  de- 
j  j  press,  the  pricing  for  untargeted  ads. 

I  I  Wliile  the  efficiencj'  inherent  in 
1  i  programmatic  selling  encouraged 
I  I  Microsoft  and  AOL  to  trim  their  sales 


staffs,  they  did  not  axe  all  their  ad  folk. 
The  companies  retained  representa¬ 
tives  to  make  big,  strategic  deals  that 
involve  not  only  advertising,  but  also 
promotions  ranging  from  content 
development  to  product  placement  to 
native  advertising. 

The  shift  to  no-hands  selling  by  the 
digital  biggies  puts  legacy  publish¬ 
ers  and  broadcasters  at  a  competitive 
disadvantage.  Because  they  don’t 
operate  at  the  breadth  and  scale  of  the 
major  digital  brands,  the  legacy  media 
lack  the  traffic  and,  quite  often,  the 
detailed  data  necessary  to  extract  full 
value  for  their  inventories  in  the  RTB 
marketplace. 

While  local  publishers  and  broad¬ 
casters  can  improve  ad  fields  by 
partnering  with  third-party  data  firms 
to  optimize  their  RTB  performance, 
they  likely  \rill  be  forced  to  continue 
to  rely  on  person-to-person  selling  for 
the  foreseeable  future. 


To  amortize  the  high  costs  of  high- 
touch  selling  by  actual  humans,  the 
legacy  media  must  become  indispens¬ 
able  marketing  partners  to  local  busi¬ 
nesses  by  providing  a  host  of  holistic, 
premium  and  recurring  services, 
such  as:  digfital  site  development  and 
hosting,  content  production,  native 
advertising,  search  optimization,  repu¬ 
tation  management,  and  social  media 
marketing.  ■ 

Alan  D.  Mutter  is  a 
former  newspaper 
editor  and  Silicon 
Valley  CEO  who 
today  serves  as  a 
strate^  adviser  to 
media  and  technol¬ 
ogy  companies.  He 
blogs  at  Reflections  of  a  Newsosaur 
(xvww.newsosaur.blogspot.com). 
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Ganci  built  his  Patch  into  one  of  the 
successful  ones.  His  seminal  moment 
came  during  Hurricane  Sandy  when 
he  reported  local  news  from  his  aunt’s 
basement  because  it  was  the  only 
place  he  could  find  with  electricity. 
“People  w'ere  calling  me  and  asking, 
‘Can  you  help  me  find  my  father?  I 
haven’t  been  able  to  reach  him.’  And 
I  w'ould  post  that  and  they  would  find 
the  connection.  For  wrecks  after  the 
hurricane  passed,  people  would  come 
up  to  me  and  say,  ‘You  were  my  only 
connection  to  the  local  new^s  during 
that  time.’  I  felt  really  good  about  that. 
It  w^as  for  the  greater  good  and  the 
w'hole  reason  I  got  into  it.’” 

But  Patch  w'as  ultimately  a  failed 
experiment  and  after  a  short  stint  as 
a  weekly  editor  in  a  job  that  barely 
paid  living  w'ages,  Ganci  took  a  job  in 
public  relations  where  his  media  skills 
are  employed  well.  It’s  a  good  job  but 
his  passion  is  a  blog  about  the  New 
York  Mets  called  The  Daily  Stache,  in 
homage  to  the  hallowed  moustache 
of  Keith  Hernandez,  former  Mets  first 
baseman  and  current  broadcaster. 

There  are  about  a  dozen  blogs 
devoted  to  the  team  and  one  that  has 
the  backing  of  a  major  network.  But 
The  Daily  Stache  has  been  increasing 
follow^ers  as  Ganci  finds  fresh  content 
and  new  ideas  to  build  readership.  It 
is  journalism  on  the  Web.  His  latest 
idea  is  a  nine-question  email  interview' 
with  well-known  New  York  sports- 
casters  and  writers.  He  calls  it  “Nine 
Innings  With  ...”  and  he  has  built  a 
nice  following. 

Gretchen  Wenner  is  one  of  those 
reporters  any  editor  w'ould  love  to 
hire.  She  calls  fellow  journalists  “(her) 
tribe”  and  she  w'orks  tenaciously.  She 
returns  calls.  She  talks  to  sources  all 
day  long.  She  stays  at  meetings  long 
after  others  go  home.  Her  reporting  is 
first  and  accurate.  And  she  dominates 
her  beat  at  the  Ventura  County  Star. 
(Smart  people  hired  her  after  I  left.) 

But  after  15  years  of  daily  report¬ 
ing,  she  also  is  doing  something  very 


r business  of 


news 


A  Healthy  Dose 
of  Optimism 

Some  journalists  are  seeing  sunny  skies  again 


By  Tim  Gallagher 

’m  seeing  optimism  in  Ameri¬ 
can  new'srooms  that  hasn’t  been 
around  since  2008.  Do  you  sense 
it  too?  It’s  a  feeling  that  perhaps 
the  w'orst  is  over,  w'e  are  out  of  denial, 
and  w'e  are  trying  new'  paths  forward 
with  confidence  that  something 
or  things  are  going  to  stabilize  the 
industry. 

'Phis  optimism  is  bubbling  up  from 
the  bottom.  This  month  I  talked  with 
three  journalists  in  different  places  in 
the  new's  business  and  their  outlooks 
are  positive.  While  sta>ing  true  to 
journalism  tradition,  each  is  embrac¬ 


ing  new  ways  to  reach  readers. 

I  knew  Michael  Ganci  when  he 
w'as  in  diapers.  His  dad  is  one  of  my 
best  friends.  With  pride  and  hope,  I 
w'atched  Ganci  grow'  up  with  a  love  for 
sports  broadcasting  that  eventually 
morphed  into  a  degree  at  the  State 
University  of  New' York  at  Oneonta 
where  he  was  editor  of  the  school 
newspaper  as  a  second-semester 
freshman. 

He  had  newspaper  jobs  after  gradu¬ 
ation,  but  then  earned  a  spot  as  editor 
of  a  Patch  news  site  in  a  town  close  to 
his  home  on  Long  Island. 
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new— she  tweets  during  local  council 
meetings.  The  tweets  are  a  mixture  of 
wiy  humor,  reporting,  obser\'ations 
that  are  hard  to  fit  into  a  daily  story 
with  limited  word  count,  and  some 
good  news  photos,  such  as  Cub  Scouts 
receiving  an  honor.  “People  will  come 
and  talk  to  me  about  my  tweets.  They 
tell  me  they  look  fonvard  to  them.” 

It  is  one  way  to  build  a  loyal  audi¬ 
ence  in  a  time  where  that  is  challeng¬ 
ing.  "There  is  so  much  great  journal¬ 
ism  going  on  today.  Something  will 
happen  (to  solidify  the  industrvO,” 
Wenner  said.  “I  don’t  think  anyone 
kiKwvs  what  that  is  yet.  But  I  can’t 
stop.  1  wish  I  had  the  answ'er,  but  I  am 
willing  to  tiy'^  a  lot  of  things.” 

\Vliat  she  know's  is  that  wiiatever 
she  is  doing  now  will  change  over  time. 
“I’d  be  stupid  to  think  I  will  be  doing  it 
exactly  the  same  as  1  do  it  now'  for  the 
rest  of  my  career.” 

Kyle  Jorrey  considers  himself  one 


of  the  luck>'  ones.  He  is  editor  of  The 
Thousand  Oaks  Atom,  a  local  weekly 
in  Thousand  Oaks,  Calif.  The  paper 
(and  four  related  editions)  is  locally 
owned  by  a  family.  “I  am  shielded  a  bit 
from  w'hat  others  have  to  go  through. 
’We  are  still  judged  by  the  quality  of 
the  journalism  we  do  and  not  on  how 
many  clicks  a  story'  gets.”  But  Jorrev' 
is  another  who  embraces  Twitter — for 
another  reason. 

As  a  weekly  editor,  he  is  frustrated 
by  a  story'  that  might  have  to  sit  for 
fiv'e  or  six  days  until  the  next  publica¬ 
tion.  With  Twitter,  he  is  going  toe-to- 
toe  with  the  dailies.  I  have  seen  these 
journalists  spar  with  dueling  tweets  at 
popular  meetings. 

Between  Twitter  and  its  Facebook 
following,  Jorrey'’s  new'spaper  builds 
a  solid  relationship  with  readers.  One 
recent  story'  drew  10  letters  to  the  edi¬ 
tor  and  100  Facebook  comments.  Al¬ 
though  Jorrey'’s  publications  grappled 


with  local  Patch  sites,  he  was  saddened 
by'  their  demise.  “1  think  there  is  hope 
for  online  journalism,”  and  Patch  was  a 
good  experiment. 

Today,  he’s  more  positiv'e  about  the 
future  of  newspapers.  “Five  years  ago, 

I  might  not  have  been  encouraging 
young  journalists.  ..But  what  I  have 
seen  now  is  a  new  role  for  journalists. 
People  need  us.  I  love  what  1  do  so 
much.”  ■ 


Tim  Gallagher  is 
president  of  The  20/20 
Netxoork,  a  public 
relations  and  strategic 
communications  fimu 
He  is  a  former  Piditzer 
Prize-winning  editor  and  publisher  at 
The  Albuquerque  Tribune  and  the  Ven¬ 
tura  County'  Star  newspapers.  Reach 
him  at  tim@thc202Onetwork.com, 


■  ■  ■ 


Every  year  or  so,  it  seems 

like  a  new  social  media  plat¬ 
form  is  declared  the  future  of 
journalism.  First  it  was  Face- 
hook,  then  Twntter  stole  the  mantle 
until  we  were  all  told  to  start  pinning 
items  on  Pinterest,  and  posting  our 
photos  on  Instagram. 

So  this  year,  if  you’re  a  newsroom 
editor  or  reporter  tasked  with  tr>dng 
to  reach  those  long-allusive  younger 
readers,  I’m  sure  you’ve  heard  one 
word  repeated  over  and  over  again— 
Snapehat. 

WHiy  has  Snapehat  become  the  next 
darling  of  the  media  world?  Simple — 
it’s  popular  ^vith  a  group  of  users  not 
normally  associated  Avith  the  news, 
teens  and  millennials.  Not  only  did 
Snapehat  fly  past  Twitter  to  become 
the  third  most  popular  social  media 


In  a 
Snap 

What’s  the  secret 
behind  the  highly- 
popular  Snapehat 
app? 

By  Rob  Tornoe 

app  among  18  to  34-year-olds,  the  app 
hosts  close  to  200  million  monthly 
active  users  w^ho  send  roughly  800 
million  “snaps”  (either  a  photo  or  a 
short  "video)  a  day. 

Snapehat  w'as  initially  created 


fis  a  visual-te.xting  app  that  w'ould 
automatically  delete  a  snap  once 
your  friend  view'ed  it.  In  that  w^ay,  its 
popularity  mimics  communication  in 
the  real  w^orld.  You  know,  back  w^hen 
l^eople  w^ere  simply  content  to  have  a 
conversation  without  sharing  it  to  the 
w'oiid.  The  intimacy  of  a  private  mo¬ 
ment  shared  between  a  small  number 
of  people  (or  just  one)  is  wiiat  Snap- 
chat  has  built  its  popularity'  around. 

Since  then,  Snapehat  has  growm 
from  a  novelty  to  a  full-blowm  media 
platform  thanks  to  Uvo  recent  fea¬ 
tures:  Stories,  which  allows  users  to 
create  narratives  by  linking  together 
snaps;  and  Discover,  wiiich  includes 
full  articles  and  video  (along  ^^ith 
advertising  revenue  sharing)  from  a 
handful  of  media  companies,  includ¬ 
ing  CNN,  ESPN  and  the  Daily  Mail. 
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As  someone  outside  of  that  millen¬ 
nial  demographic,  I  had  no  experience 
\\ith  Snapchat  before  \\Titing  this  col¬ 
umn,  other  than  the  occasional  photo 
shown  to  me  by  a  co-worker.  In  fact, 

I  feel  like  I  was  starting  to  turn  into 
the  “get  off  my  lat\Ti”  guy  eveiy^  time 
I’d  read  a  new  story  about  the  app. 
After  finally  downloading  Snapchat 
and  consuming  content,  there  are  a  lot 
of  things  that  1  was  impressed  t\ith, 
and  was  left  ■^^^th  the  feeling  there  is 
a  great  deal  of  upside  for  enterprising 
newsrooms. 

First,  all  the  stories  presented  by 
media  companies  through  the  Snap- 
chat’s  Discover  feature  were  sharp 
and  diverse,  and  offered  an  impressive 
but  unobtrusive  mixture  of  rideo  and 
text.  For  example,  CNN’s  offerings 
on  the  day  I  plodded  through  the  app 
included  an  interactive  stoiy'  about  a 
bank  heist  by  hackers,  an  inspirational 


Michael  Jordan  quote  and  a  photo/ 
music  collage  about  Kanye  West’s  new 
sneaker  for  Adidas. 

Second,  the  idea  of  being  notified 
when  I  had  new  content  waiting  to  be 
riewed  seemed  orderly  and  serene  com¬ 
pared  to  the  fire  hose  of  content  that 
both  Facebook  and  Twitter  force  down 
>'Our  throat.  I  think  it’s  that  intimate 
ex'perience  that  sets  the  app  apart  from 
its  competitors,  esf)ecially  among  its 
younger  users,  who  have  gro^^^^  up  in  an 
age  of  constant  information. 

For  now,  media  companies  not 
inrited  to  take  part  in  Snapchat’s 
Discover  feature  are  left  to  figure  out 
how  to  make  the  platform  work  for 
their  needs.  The  inability  to  offer  link- 
backs  and  the  idea  of  having  to  build 
a  new  following  from  scratch  create 
real  barriers  for  resource-crunched 
newsrooms.  In  addition,  Snapchat 
doesn’t  make  a  number  of  simple 


metrics  available,  such  as  the  number 
of  followers. 

So  what,  if  am1;hing,  does  Snapchat 
offer  newspapers? 

“I  think  I  feel  about  it  the  same  way 
I  do  Instagram  and  Vine— it  makes 
.sense  for  brand  awareness,”  said  Erica 
Palan,  the  social  media  product  man¬ 
ager  for  Philly.com,  where  I  spend  my 
days  drawng  sports  cartoons.  ‘Tou 
can’t  underestimate  that  people  are  on 
Snapchat  looking  for  content,  and  put¬ 
ting  your  work  in  front  of  them,  even 
if  you  aren’t  seeing  any  direct  traffic 
or  revenue,  speaks  to  get  Philly.com  in 
their  brains.” 

Philly.com  is  one  of  the  few  tradi¬ 
tional  newsrooms  I  found  (it  encom¬ 
passes  content  from  three  newsrooms, 
including  the  Philadelphia  Inquirer 
and  the  Philadelphia  Daily  News)  ex¬ 
perimenting  on  Snapchat.  They  used 
the  app  most  recently  to  cover  the 
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i  digital  publishing 


locally  popular  and  bizarrcly-unique 
buffalo  wing  eating  competition 
Wing  Bowl,  and  plan  to  create  unique 
content  for  both  the  upcoming  Broad 
Sli  eet  Run  and  Democratic  National 
Convention. 

“I’d  love  to  do  something  where  we 
get  one  of  our  sports  reporters  to  do  a 
24-hour  Snapchat  Stoiy'^,  sort-of  a  day 
in  the  life  of  a  beat  wTiter,”  Palan  said. 
“Scjinething  where  we  can  convey  the 
vibe  of  the  day.” 

The  Pont  has  also 

dipped  his  digital  toe  into  the  Snap- 
chat  phenomenon.  Last  year,  they 
created  a  Postpolitics  account  in  an 
attempt  to  engage  \vith  younger  users 
leading  up  to  the  midterm  elections. 

“People  treat  us  like  their  weird 
friend  that  cares  about  politics,”  Ma- 
suma  Aliuja,  the  national  digital  editor 
and  manager  of  Postpolitics  on  Snap- 
c  hat,  told  listeners  during  the  2014 
(Inline  News  Association  conference. 
Larly  on,  Aliuja  and  her  crew  realized 
the  professional-qualiW  content  most 
associated  with  the  Post  didn’t  match 
the  general  \ibe  on  Snapchat,  so  they 
switched  to  bite-sized  bits  and  hand- 
drawTi  graphics,  and  judge  success 
through  the  number  of  users  w'^ho  snap 
hack. 

The  Post  has  also  e.\perimented 
with  the  interactive  social  aspect  of 
Snapchat— recei\ing  snaps  from  users. 
A  w^eek  before  the  midterms,  editors 
jisked  users  to  share  how  they  w^ere 
feeling,  encouraging  them  to  send 
their  snaps  to  the  papers  Postpolitics 
wSnapehat  account.  Users  responded, 
sending  the  paper  a  combination  of 
selfies  and  emojis  they  could  share 
with  their  desktop  and  mobile  users. 

“That  w’as  hm  for  us:  direct  engage¬ 
ment  in  the  moment  from  someone 
else  e.xperiencing  the  same  thing  w^e 
w'ere,”  Coiy^  Haik,  the  Post’s  senior  edi- 
'  tor  for  digital  news,  told  Nieman  Lab. 
“We  think  this  engagement  piece  has  a 
lot  of  unseen  potential.” 

As  a  consumer,  NPR’s  approach 
I  to  Snapchat  most  resonated  wth 
I  me.  Eveiy^  day,  they  share  a  Pact  of 
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the  Day,  wiiich  features  a  short  \ideo 
and  a  new^sroom  personality.  I  also 
saw'  snaps  featuring  10-second  book 
re\iew's,  a  brief  mo^ie  re\iew'  and  foot¬ 
age  from  its  Tiny  Desk  concerts. 

Snapchat  also  created  its  own  media 
di\ision,  led  by  former  New's  Corp. 
senior  \ice  president  Nick  Bell,  w'hich 
creates  and  shares  its  own  news  con¬ 
tent.  For  now,  that  includes  a  “Daily 
3”  round-up  of  mostly  celeb riW-bcised 
briefs  and  some  rich  media  pieces, 
w'hich  included  a  look  back  at  Wood- 
stock  and  a  short  \ideo  of  a  pair  of 
new'born  red  pandas. 

I  think  new'srooms  could  also  learn 
from  how'  different  brands  are  using 
Snapchat.  The  New'  Orleans  Saints 
football  team  showed  behind-the- 
scenes  footage  from  some  of  its  games. 
Audi  partnered  with  The  Onion  to 
Snapchat  the  Super  Bowd  live  with 
funny  images,  increasing  their  follow'- 
ing  by  more  than  5,000  people.  Cast 
members  from  HBO’s  “Girls”  posted 
snaps  from  the  season  three  premiere, 
and  shared  exclusive  content  regularly 
throughout  the  season. 

Personally,  I  see  a  big  opportunity 
for  new'srooms  to  use  Snapchat  to 
promote  contests  and  special  engage¬ 
ments  that  would  interest  younger 
fans.  Not  only  is  there  a  natural  over¬ 
lap  between  content  younger  people 
like  that  new'spapers  are  producing,  it 
also  offers  incentive  for  younger  read¬ 
ers  to  actually  \asit  your  w'ebsite. 

That’s  just  one  idea.  Snapchat,  like 
countless  apps  before  it,  aren’t  going 
to  grow'  your  website’s  traffic  or  un¬ 
leash  a  giant  revenue  stream.  But  nei¬ 
ther  does  Tw'itter,  and  your  newsroom 
finds  it  useful,  right?  ■ 
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<  Kern  Kulpers  of 
Puzzleflow  Media 
Technologies  serves 
Gainesville  (Ga.) 
Times  publisher 
Charlotte  Atkins  a 
cup  of  coffee  at  The 
Communication  Cafe, 
sponsored  by  Gan¬ 
nett  imaging  and  Ad 
Design  Center  and 
Puzzleflow. 


<  Steve  Lett  (left) 
and  Logan  Echave  of 
Libercus 
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*  Tom  Dempsey 
and  Amy  Weaver 
of  Vision  Data 


A  Marc  Thompson 
and  Lisa  Speth  of 
Newscycie  Solutions 
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>  Brian  Cutshall, 
director  of  online 
operations  at  The 
Greeneville  (Tenn.) 
Sun,  stops  by  the 
ESP  booth. 


A  Brian  Gorman  (left)  and  James  Allen  of  Wave2  Media  Solutions 


►  Scott  Embry, 
advertising  director 
of  The  Fayetteville 
(N.C.)  Observer, 
smiles  for  the 
camera  at  the  ESP 
booth. 


^  Lisa  Glowin- 
ski  of  Center  for 
News  and  Design 
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BY  JIM  FALZONE 


OF  PRINT 
STILL 


Newsprint  provides  the  magic 
bullet  for  reducing  expenses 
and  growing  revenue 


■  webinar,  but  newsprint  continues  to  be  one  of  the  top 
three  expenses  for  most  newspaper  companies,  and  it’s 
worth  another  look.  It  is  a  fertile  area  for  expense  reduction 
but  also  for  innovation. 

[  The  last  decade  saw  page  sizes  shrinking  from  13.5-inch- 
|es  wide  down  to  11-inches  and  10-inches  wide.  Reducing 
page  size  further  is  still  an  area  for  sa\ings  but  typically  it 
evolves  significant  capital  investment.  The  Berliner  format 
iatall  tabloid,  typically  12.4-inches  wide  by  18.5-inches  tall) 
Md  three  around  presses  (allowing  for  compact  broad- 
feeet  format)  come  with  big  new'sprint  savings  but  require 
^pensive  press  and  packaging  center  modifications. 

BSo  if  we  can’t  quickly  and  cheaply  make  the  new'^spaper 
BwTOW'er,  the  next  logical  move  is  to  consider  making  the 
paper  thinner.  Many  publishers  already  made  the  switch 
from  30  pound  newsprint  to  27-7  pound  newsprint,  so  the 
next  obvious  step  is  to  go  thinner. 

“I  could  tell  j^ou  that  we  are  selling  more  42.5  gm  (26 


►  The  Eagle-Tribune  ran  bright  white  news¬ 
print  to  boost  single  copy  and  promote  Patri' 
ots  posters  running  after  the  Super  Bowl. 
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pound)  paper  than  we 
have  in  the  past  and  have 
a  couple  customers  con¬ 
verting  downward  from  45 
gm  (27.7  pound).  We  are 
also  making  40  gms  (24.6 
pound)  newsprint  as  well. 

So,  we  do  anticipate  that 
the  lightweight  trend  wall 
continue,”  said  Dean  Diorio, 

Kruger  Inc.  sales  representa¬ 
tive. 

Dioro’s  statement  is 
supported  by  reports  from 
the  Pulp  and  Paper  Products  Council 
showing  that  average  “grammage”  of 
newsprint  is  down  0.3  percent  in  the 
United  States,  comparing  January 
2015  to  January  2014. 

The  savings  is  not  linear,  however. 
The  printing  }aeld  is  higher  on  light¬ 
weight  paper  meaning  you  can  print 
more  pages  per  pound  of  newsprint. 
However,  the  price  per  pound  is 
almost  always  higher  for  lighter  basis 
weights.  In  layman’s  terms,  this  mean 
you  will  use  less  paper,  but  the  paper 
itself  costs  more  money  per  roll. 

In  many  cases,  it  is  still  a  break¬ 
even  proposition  for  printing  on  light 
weight.  How'ever,  there  are  other 
financial  benefits  to  printing  on  lighter 
stocks.  More  pages  per  pound  means 


◄  The  Danvers  (Mass.)  Herald 
published  on  pink  newsprint  in 
honor  of  Breast  Cancer  Aware¬ 
ness  month. 


•w  The  Eagle-Tribune  runs 
spadeas  as  a  premium  adver- 
position. 


you  will  use  fewer  rolls  of  paper  and, 
therefore,  incur  less  trucking  and 
w'arehouse  expense.  As  the  printing 
consolidation  trends  continue,  this 
reduction  for  needed  storage  space 
can  be  very  helpful. 

Newspapers  relying  on  the  post 
office  for  delivery  wall  often  see  the 
greatest  benefits  from  printing  on 
lighter  basis  weights.  The  newspapers 
themselves  are  lighter,  so  the  post¬ 
age  expense  is  reduced.  The  more 
pages  and  copies  printed,  the  greater 
the  savings.  But  it  is  a  complicated 
formula;  the  varying  prices  for  each 
basis  weight  of  newsprint  need  to  be 
considered.  The  type  of  mailing  from 
standard  to  saturation  also  plays  an 
important  role  in  the  decision.  High 


density  and  saturation  mailings  often 
deliver  the  highest  savings  on  light¬ 
weight  new'sprint. 

“Publishers  and  printers  are  still 
using  27.7  pound  and  30  pound, 
which  has  been  the  staple  in  news¬ 
print  for  years,”  said  Dustin  Seidman, 
vice  president,  Papers  Unlimited  Inc. 
His  company  has  been  in  the  reseller 
market  since  1975.  “I  would  say  to 
definitely  shop  around  for  the  best 
price.”  He  added  there  has  been  a  drop 
in  consumption,  but  there  is  still  a 
demand  and  prices  have  come  down 
in  2015. 

If  you  have  the  ability  to  shop 
around  for  new^sprint  and  you’re 
continuing  the  switch  to  lightweights, 
the  pricing  wll  vary  from  mill  to  mill. 
Don’t  assume  your  current  standard 
weight  supplier  will  also  have  the  best 
pricing  on  other  grades.  Pricing  is 
determined  by  a  company’s  equipment 
and  the  volume  demands  for  each 
grade  of  paper. 

Besides  a  place  to  save  money, 
newsprint  can  also  be  a  way  to  make 
money.  As  production  manager  posi¬ 
tions  consolidate  and  publishers  delve 
into  digital  revenue  streams,  some 
age-old  newsprint  ideas  are  worth 
re\asiting  with  a  modem  twdst. 

Regular  old  gray  newsprint  can 
become  staid  and  boring  to  read¬ 
ers  and  advertisers.  A  minor  change 
like  printing  on  bright  white  paper 
can  shake  things  up  a  bit.  Consider 
nmning  the  local  high  school  football 
team’s  photo  on  bright  white  stock 
with  advertising  support  as  a  banner 
or  on  the  back  side  of  the  “poster.”  The 
sales  pitch  to  advertisers  is  unique 
because  you  are  asking  them  to  be  part 
of  something  new  on  a  page  that  will 
certainly  be  noticed  by  readers.  To  re¬ 
duce  cost,  just  run  the  dink  sheet  (two 
pages)  or  full  or  half  roll  alongside 
your  standard  newsprint  rolls  as  part 
of  your  regular  press  run.  The  content 
for  these  special  pages  can  range  from 
local  festivals,  sports  team  photos,  arts 
and  entertainment  events,  and  more. 


editorandpublishGr.com 


APRIL  2015  I  K&P  I  33 


production 

Hi  m  m  m\ 


>  Jim  Faizone,  general  manager  of  the  North  of  Boston  Media  Group 


At  the  Eajj^le-'Fi'ibune  in  North 
Andover,  Mass.,  we’ve  heard  positive 
things.  “I  LO\Ti  the  bright  white  that 
we  have  because  of  the  posters  in  the 
paper  this  week.”  said  subscriber  C. 

M aloof  in  a  letter  to  the  publisher.  She 
goes  on  to  say  that  it  was  so  much  eas¬ 
ier  to  read  and  she  could  do  the  puzzle 
without  the  pencil  poking  through  the 
paper.  So  another  interesting  use  for 
hea\ier  stocks  and  bright  \vhite  is  for  a 
Sunday  supplement  with  comics  and 
puzzles. 

Besides  bright  wiiite  stock,  there 


are  more  dramatic  colors  of  news¬ 
print  being  used  by  publishers  today 
including  pink  for  Breast  Cancer 
Aw'^areness  sections  and  green  that 
can  be  used  around  the  holidays  or  St. 
Patrick’s  Day.  But  these  controversial 
colors  can  sometimes  lose  impact  as 
they  affect  the  quality  of  photos  w'^hen 
printed  on  this  overpow^ering  stock. 

It’s  purely  subjective,  but  publishers 
either  love  or  hate  these  saturated  col¬ 
ors.  A  printing  trick  that  accomplishes 
a  similar  color  effect  without  degrad¬ 
ing  photo  quality  is  to  put  a  slight 


color  tint  behind  the  text  using  page 
layout  programs  such  as  QuarkXpress 
or  Adobe  InDesign.  Your  pagination 
hub  or  copy  editor  should  know  how 
to  do  this  prett>'  easily.  It’s  just  creat¬ 
ing  a  box  that  covers  the  entire  page 
and  setting  the  color  to  10  percent 
magenta  or  green.  Photos  will  pop  and 
the  colored  page  can’t  be  missed  by 
readers.  It  w^on’t  be  full  bleed  meaning 
the  color  w^on't  go  out  to  the  edge  of 
the  page,  but  it  will  cover  the  ma-jority 
of  the  page,  and  there  is  no  limit  to  the 
colors  that  can  be  created. 

Spadeas  and  gatefolds  also  present 
a  unique  opportunity  for  advertisers 
and  new  revenue  with  minimal  in¬ 
cremental  cost  from  your  press  room. 
New^spapers  benefit  w'hen  their  ads 
are  most  effective,  and  an  attention- 
grabbing  position  like  a  spadea  (a  half 
sheet,  w^hich  flaps  over  the  front  of  a 
section)  is  sure  to  be  seen  by  readers. 
The  press  crew'  may  grumble  about  the 
additional  set-up  time  or  slowur  press 
speeds,  but  the  new^sprint  expense  is 
low'.  Publishers  wiio  charge  a  pre¬ 
mium  for  this  position  can  help  offset 
some  of  the  headaches  occurred  in  the 
pressroom,  and  the  legitimate  need  for 
more  time.  If  t'our  production  facility 
isn’t  comfortable  running  these,  you 
can  start  small  by  offering  them  on 
preprinted  sections  so  the  daily  dead¬ 
line  isn’t  affected. 

Another  often  overlooked  newsprint 
idea  is  Kraft  newvsprint  or  hearier 
ground  woods.  Tj'pically  the  stock  is 
relegated  to  the  unglamorous  role  of 
wTapping  I’MC  products  delivering 
preprints  to  non-subscriber  homes. 

Its  sturdy  composition  makes  it  the 
perfect  solution  for  tricky  labeling 
machines  and  the  ineritable  batter¬ 
ing  of  postal  delivery.  How'ever,  this 
stock  can  also  appeal  to  advertisers  for 
specific  unique  products. 

A  cheer  card  is  a  landscape-oriented 
broadsheet-sized  page  that  usually  dis¬ 
plays  a  message  of  support  to  a  local 
spoils  team.  “Go  Wild  Cats”  or  “State 
Champion  Mustangs”  are  examples  of 
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What  has  been  your  greatest 
challenge  and  how  did  you 
overcome  it? 

Going  live  at  six  print  sites  on  the 
same  night,  with  new  hybrid  presses 
that  combine  both  coldset  and  heat- 
set  technologies,  enabling  us  to  print 
on  newsprint  and  super-calendared 
paper  within  the  same  run.  In  ad¬ 
ditional  to  the  challenge  of  coordinat¬ 
ing  all  six  sites,  three  of  them  were 
new  to  printing  The  Globe  and  Mail. 
It  took  two  years  of  preparation, 
with  IT  and  production  departments 
working  very  closely  with  the  print 
plants  to  ensure  we  were  ready  to  go 
live.  Once  the  presses  w’ere  installed, 
commissioned  and  operational,  we 


undertook  extensive  testing,  followed 
by  three  weeks  of  simulating  live 
runs.  On  Oct.  1,  2010,  we  successfully 
went  live  ^vith  our  redesigned  Globe 
and  Mail  newspaper  in  six  print 
plants  across  Canada. 

Where  do  you  see  the  future 
of  print  production? 

Advertisers  are  looking  for 
“unique”  and  “never  been  done  be¬ 
fore”  newspaper  executions.  Special 
newspaper  creative  such  as  French 
doors  and  multiple  gatefolds  are  very' 
popular  right  now.  The  other  growth 
opportunity  is  custom  content 
products  created  specifically  for  an 
advertiser. 


What  printing  technologies 
are  you  most  excited  about? 

The  technology  that  gives  us  the 
capability  of  printing  high  quality 
magazine-type  products  on  our  news¬ 
paper  presses.  We  currently  publish 
a  high-end  style  magazine  that  has 
successfully  attracted  advertisers 
which  would  not  normally  advertise 
in  a  newspaper. 

Sally  Pirri  has  held  various  operational 
roles  in  both  circulation  and  advertis¬ 
ing  before  becoming  production  director 
in  2002.  In  this  role,  she  oversees  the 
production  and  printing  o/The  Globe 
and  Mail  newspaper.  Report  on  Busi¬ 
ness  magazine,  and  Style  Advisor.  She 
is  actively  involved  with  the  World 
Association  of  Newspaper  and  News 
Publishers,  WAN-IFRA,  sharing  her 
knowledge  and  successes  with  industry 
leaders  and  publishers. 


t\pical  encouraging  sentiments.  The 
back  sides  of  these  pages  ofier  prime 
territory  for  advertising  sponsors.  The 
sturdy  nature  of  Kraft  paper  is  perfect 
for  these  pages  as  they  will  be  held  up 
in  the  air  by  sports  fans  or  hung  on 
w'alls  at  schools  or  businesses. 


The  distribution  of  the  cheer  card 
will  help  determine  the  advertising 
rate.  If  you  are  just  printing  them  and 
dropping  off  a  thousand  at  the  ap¬ 
propriate  school,  the  rate  can  be  low. 
If  you  plan  to  insert  the  cheer  card 
for  your  entire  market  to  enjoy,  the 


advertising  rate  wll  need  to  be  a  little 
higher  to  cover  your  newsprint  and 
production  expenses. 

Kraft  can  also  be  used  to  wrap 
your  entire  newspaper.  This  is 
something  you  would  w^ant  to  re- 
ser\'e  for  veiy’^  special  (high-paying) 


Cost  Benefit  Analysis  of  26#  (45  gm)  newsprint  versus  28#  (48  gm) 
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POSTAGE 
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C0ST(26f) 


PSKTAW 
POSTAS 
TOTAL  COST 
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10 

10000 

i  $700.00 

$  650.00 

$12,819 

$  12,608 

$  27,632 

$  27,998 

i  $24,436 

$24,724  i 

$  22,407 

$22,986 

18 

10000 

i  $  700.00 

$  650.00 

$  23,075 

$22,695 

$  49,567 

$  50,441 

1  $43,851 

$  44,455 

$  40,223 

$  40,681 

24 

10000 

I  $700.00 

$  650.00 

$  30,766 

$  30,260 

$  66,119 

$  67,230 

i  $58,491 

$59,253 

$53,688 

$  54,191 

It  may  cost  a  little  more  money  to  print  on  lightweight  newsprint,  but  publishers  will  often  see  a  net  savings  when  postage  expenses  are  con¬ 
sidered.  The  exampies  above  show  annual  savings  for  10K  circulation  newspapers  publishing  once  per  week,  these  savings  are  multiplied  by 
additional  publish  days  and  additional  copies. 
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advertisers.  Depending  on  your 
market,  it  could  be  the  grand  open¬ 
ing  of  a  long-awaited  Starbucks,  a 
large  new  museum  e.xhibit,  or  to 
announce  a  new  bank  entering  your 
market.  You  may  want  to  consider 
keeping  your  masthead  at  the  top 
of  the  wrap,  but  the  rest  of  the 
sheet  (front  and  back)  is  sold  to  the 
advertiser.  It  is  the  ultimate  pre¬ 
mium  position,  yet  fairly  inexpen¬ 
sive  to  do.  The  trickiest  part  is  that 
you  likely  have  to  stack  down  your 
press  run,  and  then  run  it  through 


the  inserters  with  this  wrapper  in 
the  “head”  as  the  jacket  and  your 
newspaper  in  line  with  the  other 
preprints  going  into  this  wrapper. 
For  single  copy  sales,  you  may  want 
to  negotiate  that  this  \\Tapper  goes 
inside  the  paper  instead  of  outside 
the  paper  and  just  wrap  your  home 
delivery  copies.  It’s  a  big  idea  and 
curmudgeonly  publishers  \vill  hate 
it,  but  it  can  drop  more  revenue  to 
your  bottom  line  in  one  day  than 
almost  amdhing  else  you  can  do. 
This  requires  no  special  tools  or 


equipment. 

Calling  a  15-minute  meeting  with 
your  ad  manager  and  production 
super\isor  regarding  newsprint  will 
likely  be  met  wdth  groans,  but  unless 
}'Ou  have  looked  at  it  in  the  past  twelve 
months,  you  are  likely  leaving  easy 
money  on  the  table. 

Jim  Falzone  is  f^eneral  manaf^er  of  the 
North  of  Boston  Media  Group,  a  collec¬ 
tion  of  CNHI-owned  dailies,  weeklies, 
magazines,  and  digital  products  in  Mas¬ 
sachusetts  and  Neiv  Hampshire.  ■ 


GOSS  PARTNERS  WITH  INNOTECH 
TO  SUPERSIZE  CAPABILITIES  AT 
THE  NEW  YORK  TIMES 


[w/yorfgw 


GOSS  international  recently  completed  a 

press  enhancement  project  with  Innotech 
invoking  the  installation  of  full-color  panorama 
gatefold  capabilities  for  the  New  York  Times. 
iiie  new'  formats  allow'  the  publisher  to  offer  advertisers 
innovative  placement  opportunities  to  create  maximum 
impact. 

Completed  to  a  tight  schedule  of  around  20  weeks  from 
initial  order  to  the  first  test  run,  the  project  involved  retro¬ 
fitting  each  of  two  existing  Goss  Coloiiiner  press  lines  with 
a  custom-configured  Innotech  Panorama  Gatefold  System. 

According  to  Dan  Picco,  regional  sales  manager  at 
Goss,  the  project  called  on  the  full  and  combined  exper¬ 


>^The  custom-configured  Innotech  Panorama  Gatefold  System  is 
now  running  at  the  New  York  Times  and  allows  the  publisher  to  offer 
advertisers  innovative  placement  opportunities  to  create  maximum 
impact.  (Photo  courtesy  of  Goss  International) 


tise  of  all  parties  involved:  “Obviously,  for  a  publisher 
operating  on  the  scale  of  The  York  Times,  there  is 
no  time  to  lose  and  there  can  be  no  disruption  to  ongo¬ 
ing  daily  production.  We  had  to  establish  failsafe  pro¬ 
cesses  from  the  outset  and  make  sure  w'e  achieved  the 
highest  level  of  teamw'ork.  The  fact  that  the  Neiv  York 
Times  is  already  enjo>'ing  the  benefit  of  the  new'  capabili¬ 
ties  testifies  to  our  joint  success.” 

The  gatefold  system  now  running  at  the  Times  enables 
the  Goss  Colorliner  presses  to  produce  an  additional 
four-page  wide  centerfold  or  a  separate  eight-page  pull¬ 
out  section,  up  to  a  maximum  format  of  48x22  inches.  In 
addition,  it  is  possible  to  make  smaller  gatefolds  or  coupon 
folds  at  one  or  both  edges  for  special  promotions  proN'iding 
new  display  areas  for  advertisers.  It  is  also  possible  to  make 
gatefolds  in  the  cover  page  or  have  the  gate  folded  section 
iis  a  WTap  around  the  main  section. 

'f  he  new  capabilities  have  already  been  used  to  maxi¬ 
mum  effect  by  select  advertisers  in  the  Times. 

“Goss  and  Innotech  engineered  a  solution  that  gave 
the  New  York  Times  ultimate  flexibility  with  regard  to  the 
positioning  of  specialized  sections  within  the  newspaper, 
w'ithout  the  need  to  purchase  a  new'  press,”  said  Vinod 
Kapoor,  president  of  Innotech. 
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two  nu}^  dynamic  topicsrfn  news  publishing  today  have  to  be 
:ial  media.aQdBildbile  publishing  (comprising  mobile  Web  and  mobile- 
apps).  Theyre-^oaKiic  for  different  reasons  and  in  different  ways.  Mo¬ 
bile  usage  ris  on  abriilliant  ascent,  and  at  just  the  start  of  it,  while  social- 
media  sites  vaiy  in  popularity  and  engagement.  As  this  very  article  came 
together,  the  tednnpdia  announced  the  final  coffin  nail  for  Google+. 

And  like  My^iaee  before  it,  Facebook  has  become  joke  fodder,  reduced 
to  a  pop-odtriTg  ptmebtiTto  among  teens  and  newly-minted  adults  who 
see  it  a.<!  a  cyber  space  overrun  with  over-sharing  parental  and  grand-pa- 
rental  ripes.  On  the  Web-series-tumed-TV-show^  .B/naeZ  City,  wben  liana 
Glazer’s  character  tries  to  talk  a  young  friend  out  of  getting  married  too 
young,  she  implores  of  him,  “Government-mandated  monogamy  is  for 
old  people— like  Facebook  invites  or  network  T\^” 

It’s  true  that  Facebook  is  becoming  increasingly  popular  ■with  the  65- 
plus  crowd. 

But  that’s  only  a  small  part  of  the  stoiy^  In  January  2015,  Pew  Research 
Center  published  its  Social  Media  Update  2014  report,  wbich  crowmed 
Facebook  as  “by  far  the  most  popular  social  media  site.”  Though  the  re- 
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]:)oit  acknowledges  that  the  fan  favor¬ 
ite  is  seeing  its  membership  numbers 
slow  since  the  pre\aous  year,  “the  level 
ol’user  engagement  with  the  platform 
has  increased.”  Facebook  is  maturing 
with  its  audience. 

'I’he  Pew  report  also  revealed  that  52 
]:)ercent  of  online  adults  are  now  active 
in  tsvo  or  more  social-media  sites — up 
Ifom  42  percent  the  pre\ious  year. 

What’s  it  all  mean  for  how  people 
will  get  their  news  in  the  future,  or 
wiiere  publishers  will  have  to  follow^ 
their  audiences  ne.xt  is  uncertain. 

“I’m  not  sure  that  Facebook  is 
shedding  younger  users  as  much  as 
younger  users  are  shedding  Face- 
book,”  Stan  Huskey  said.  Huskey  is 
regional  content  director  for  Digital 
First  Media,  and  editor  of  The  Times 
Herald,  Norristown,  Pa. 

But  Facebook  and  Twitter  continues 
to  be  \ital  to  Huskey’s  new^spaper  and 
its  sister  publications  in  the  region. 

“A  couple  of  years  ago,  w'^e  used 
to  publish  to  Facebook  maybe  twice 
a  day.  We  post  to  Facebook  about 
once  an  hour  now%  so  we've  definitely 
stepped  that  up.  Twitter?  Same  thing,” 
Huskey  said. 

He  .sees  'fwitter’s  greatest  chal¬ 
lenge  as  its  pace.  “A  Twitter  feed  goes 
by  prett>'  fast.  How^  often  are  people 
seeing  w'hat  wn’re  posting?.. .With 
P'acebook,  people  sit  down  with  their 
iPads  at  the  end  of  the  day,  go  through 
their  P'acebook  feed,  and  they’ll  see  us. 
Hopefully,  w^e’re  publishing  content 
that  they’re  interested  in,  and  that 
drives  a  click  back  to  our  w^ebsite.” 

Huskey  also  noted  that  tools  like 
Tw'eetDeck,  HootSuite,  and  Buffer— 
one  he’s  currently  testing  out— can 
streamline  the  wnrkflow  between  a 
new^spaper’s  publishing  system  and 
the  social-media  platform.  Populat¬ 
ing  the  social  sites  are  purely  an 
editorial  function  (online  editors  see 


to  that),  but  Huskey  revealed  that  a 
collaborative,  shared  digital  desk  is 
in  the  wnrks.  “We’ll  have  it  (staffed) 
from  6  a.m.  to  midnight,  editors  wdio 
wall  populate  the  social  media  and 
websites,  wfiile  paying  attention  to  the 
digital  w'orld.” 

Though  social  media  falls  under  the 
domain  of  editorial,  Huskey  said  that 
advertising  and  circulation  often  take 
part  in  social  media  planning,  too. 

“We  bring  them  into  conversations 
for  a  lot  of  things— contests  being  one 
of  them  and  advertising.  We’ll  often 
come  up  wath  something  that  they 
can  sell  advertising  around.  We  might 
create  a  contest  on  the  editorial  side 
and  then  promote  that  through  social 
media.” 

Naturally,  big  news  brands  are  still 
banking  on  social  media’s  future.  The 
New  York  Times  alone  runs  as  many 
iis  nine  social  communities,  with  pres¬ 
ences  on  Tuinblr,  P’acebook,  Pinterest, 
Instagram,  Google+,  and  YouTube. 

SELLING  SOCIAL  AS  A 
CORE  COMPETENCY 

hile  publish¬ 
ing  to  social 
sites  is  often 
thought  of  as 
purely  a  func¬ 
tion  of  editorial  and  all  about  content, 
there  has  to  be  a  measurable  return 
on  the  investment— w^h ether  it’s 
measured  with  click-thrus  to  the  .com 
site,  w'here  advertisers  are  anxiously 
aw'aiting  them;  or  renewed  subscrip¬ 
tions  because  fans  already  saw  a  post 
on  Facebook;  or  even  new'  readers  who 
live  beyond  a  newspaper’s  ri'pically 
geographic  reach,  w'ho  subscribe  after 
they  see  a  link  a  friend  posted.  Those 
gains  are  all  easily  measured,  but  not 
always  enough  to  justify  the  staff¬ 
ing,  technology,  and  other  resources 
required  that  make  social-media  work 


tis  effectively  as  it  should. 

It’s  an  apt  criticism  to  say  that  the 
new'spaper  industry  dragged  its  feet 
a  little  before  buying  into  the  digital 
proposition,  but  it  was  w'ay  ahead 
of  the  game  w'hen  it  came  to  social 
media,  because  it  w'as  so  easy  and  so 
affordable  to  drive  people  to  their 
websites  this  way.  News  publishers 
are  the  experts  in  distributing  content 


The  Anniston  Star 
team  (left  to  right):  Ben 
Cunningham,  managing 
editor;  Deirdre  Long,  on¬ 
line  marketing  and  social 
media  consultant;  and 
David  Bragg,  advertising 
director. 
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across  social  spaces.  And  people  want 
to  get  their  curated  and  aggregated 
news  from  them. 

It  turns  out,  a  newspaper’s  social 
media  acumen  isn’t  only  beneficial  to 
building  the  newspaper’s  brand;  it’s  a 
sales  opportunity,  too.  Last  year.  The 
Anniston  (Ala.)  Star  hired  a  social 
media  and  online  marketing  sales 
representative  to  take  what  the  paper 


knows  about  social  media  strategy', 
and  share  it  with  advertisers  and  local 
businesses  that  may  become  advertis¬ 
ers. 

David  Bragg,  the  paper’s  director  of 
advertising,  said  that  the  local  com¬ 
munity  w'’as  “hungiy^”  for  social  media 
training  and  expertise,  and  many 
needed  a  partner  to  help  them  main¬ 
tain  their  social  media  properties.  The 


new'spaper’s  team  could  help  ^vith  this, 
so  it  became  a  sales  opportunity. 

One  of  the  first  clients  to  leverage 
the  newspaper’s  social  savvy  was  a  lo¬ 
cal  auto  dealership.  After  the  publisher 
presented  to  the  client,  the  company 
not  only  signed  up  for  social  media 
consultation  and  administration,  but 
also  bought  Internet  ads  and  nearly 
$8,000  in  new'  print  advertising. 
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“Mom-and-Pop  businesses  loved 
it,  and  it  took  off' from  there,”  Bragg 
said.  “Our  goal  was  to  do  $40,000  in 
revenue  from  July  to  the  end  of  last 
>^ear,  and  we  far  exceeded  that.  When 
we  prepared  the  budget  for  January  to 
the  end  of  this  year,  we  were  shooting 
for  $120,000,  but  we  are  on  track  to 
do  far  better  than  that.” 

Today,  the  newspaper  is  helping 


mid-sized  local  businesses  strategize 
and  deploy  social  media  campaigns 
iis  part  of  a  comprehensive  marketing 
program  that  often  includes  a  print-ad 
commitment.  A  second  staffer  joined 
the  team  to  help  manage  the  growing 
social  media  admin  duties. 

“We  have  been  adding  new  clients 
ever  since  we  started  this  program,” 
Bragg  said. 

The  key  to  growing  business  in  this 
w'ay  is  not  only  offering  an  array  of 
marketing  and  ad  services  that  cover 
the  cross-media/cross-platform  spec¬ 
trum,  but  educating  clients  about  how 
all  of  these  marketing  initiatives  work 
in  tandem  to  build  their  own  brands. 

NEWSONTHEGO 

ablets  and  e-readers 
started  out  big  but 
have  since  gone 
“mini.”  Mobile 
displays,  once  valued 
for  their  compact  configurations,  are 
morphing  into  “phablets,”  with  the 
introduction  of  smartphones  like  the 
iPhone  6+  and  Samsung  Galaxy  Note. 
And  now  the  bite-sized  smartwatch  is 
being  thrown  into  the  mix. 


Tech  giants  like  Apple,  Sony,  Mo¬ 
torola,  Microsoft,  LG,  and  Kronoz  have 
all  introduced  smartwatches.  And  even 
fashion  brands  like  Tag  Heuer  and 
Guess  are  selling  them  now. 

These  variations  on  a  screen-size 
theme  aren’t  just  happening  because 
developers  are  wJiimsical;  rather,  it’s 
reflective  of  the  many  w^ays  and  prefer¬ 
ences  that  people  have  for  accessing. 


viewing,  interacting  with,  and  sharing 
all  kinds  of  content — from  long-form 
copy-hea\y  journalism  to  snappy 
six-second  Vines  and  eveiything  in 
between. 

Alice  Dubois,  director  of  editorial 
products  at  BuzzFeed,  spoke  on  a 
panel  presentation  titled  “We’re  50% 
Mobile.  Now'^  What?”  at  the  ONA14 
Chicago  conference  last  September. 
She  reminded  the  audience  that 
social  media  drives  a  lot  of  mobile 
usage.  “About  75  percent  of  usage 
on  Facebook,  Twitter,  and  Pinterest 
is  on  mobile.. .mobile  equals  social, 
and  social  equals  mobile.  They’ve  just 
converged.” 

Alex  Hardiman,  executive  direc¬ 
tor,  mobile  products.  The  New  York 
Times,  shared  that  panel  discussion 
with  Dubois  and  CNN’s  senior  mobile 
editor  Etan  Horowitz,  and  spoke 
about  the  growth  of  the  paper’s  mobile 
readership.  “On  smartphone,  most 
of  the  growth  actually  came  through 
browser,  w'hich  makes  sense.  But  on 
tablet,  a  lot  of  it  came  through  our 
iPad  app,  and  followed  by  our  Android 
app,  w'hich  also  makes  sense  given  the 
fact  that  we  see  increasingly  long  and 


deep  sessions  taking  place  on  tablet 
and  via  app.  And  browser  has  been 
hugely  important  in  terms  of  side- 
door  traffic  on  smartphone.” 

Though  publishers  may  wish  for  a 
crystal  ball  that  reveals  how  all  of  this 
will  shake  out  in  the  future — w^hat 
de\ices  will  reign,  where  and  how  and 
how  long  people  will  w^ant  to  use  them 
to  access  information— the  future  may 
still  look  a  lot  like  the  present,  w^hen 
new'spapers  simply  have  to  be  every- 
wiiere,  ubiquitously  available  on  any 
platform  or  medium. 

Hardiman  explained,  “The  ques¬ 
tion  we  posed  to  ourselves  was:  If  it’s 
a  mobile-only  wurld  in  two  to  three 
years,  where  do  we  need  to  be  best 
positioned  to  grow^  our  audiences  and 
revenues  on  phone  and  on  tablet?” 

In  the  end,  it  w'as  the  wTong  ques¬ 
tion  to  ask,  she  surmised.  “We  found 
that  there  w^ere  deeply  entrenched 
and  gro\ving  cross-platform  behaviors 
among  our  readers... What  does  the 
world  look  like  where  cross-platform 
is  the  new  normal,  with  mobile  taking 
the  lead?”  Hardiman  noted  that  the 
t^^ice-daily  “Page-One  meetings”  now 
features  mobile  prominently. 

“We  do  know  that  if  a  digital  or 
print  subscriber  accesses  us  on  more 
than  one  platform,  they  retain  (for) 
tNvice  as  long.  (It’s)  a  fun  and  interest¬ 
ing  cross-platform  future,”  she  said. 

Cofounder  and  chairman  emeri¬ 
tus  of  comScore,  Inc.,  Gian  Fulgoni, 
summaiized  “The  State  of  Mobile,” 
in  his  same-titled  presentation  from 
September  2014.  As  of  June  14,  2014, 
he  cited  172  million  smartphone  own¬ 
ers  in  the  U.S.  alone,  and  93  million 
in  the  U.S.  who  own  tablets  now. 
Wliile  those  ranks  ascended,  their 
adoption  hasn’t  obliterated  desktop 
access  to  the  Internet,  as  some  had 
predicted.  In  fact,  since  2010  desktop 
usage  (measured  in  minutes)  has  also 


When  we  prepared  the  budget  for  January 
to  the  end  of  this  year^  we  were  shooting  for 
$120,000,  hut  we  are  on  track  to  do  far  better 
than  that. 
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increased  by  a  noteworthy  15  percent. 

Wliat  this  means  for  news  publish¬ 
ers  is  that  they  still  have  to  continue 
to  invest  in  their  desktop  and  mobile 
Web  properties  as  they  develop  new 
apps  for  specific  mobile  devices. 

According  to  Fulgoni,  those  apps 
are  proving  important.  He  noted  in 
his  presentation  that  during  from 
.June  2013  to  June  2014,  time  spent 
on  the  mobile  Web  had  increased  by 
17  percent,  but  mobile  app  use  grew  as 
much  as  52  percent.  The  most  popular 
mobile  apps  continue  to  be  those  that 
allow  people  to  socially  network  and 
communicate,  to  play  games,  or  to 
listen  to  digital  audio. 

'fhough  mobile  apps  are  on  the 
upswing,  only  one-third  of  smart¬ 
phone  users  are  found  to  download  a 
new  app  (or  new  apps)  in  an  average 
month,  Fulgoni  pointed  out.  This  is 
also  a  significant  comScore  stat  for 
juiblishers  who  need  not  only  to  create 
useful,  can’t-live-^^^thout-them  apps, 
but  also  to  find  an  effective  way  to 
market  them  alongside  all  their  digital 
and  print  publications. 

‘The  leading  media  properties  now 
see  30  {percent  or  more  of  their  monthly 
audiences  coming  exclusively  from  mo¬ 
bile  platforms,”  Fulgoni  noted. 

Delivering  ads  by  way  of  mobile  de- 
\nccs  isn’t  quite  as  compelling.  Fulgoni 
reported  that  this  is  now  “surging,”  but 
mobile  still  only  represents  16  percent 
of  all  digital  ad  dollars  spent. 

“We’re  doing  an  awfiil  lot  in  the 
mobile  realm,”  said  DFM’s  Huskey. 
“Mobile,  as  a  whole,  is  extremely 
impressive.  We  probably  get  35  per¬ 
cent  of  our  traffic  from  mobile.  Some 
properties  are  getting  up  to  40  to  50 
percent  of  their  traffic  from  mobile.  So 
mobile  as  a  whole  is  extremely  impres¬ 
sive,  and  it’s  our  fhture.” 

The  “whole”  of  mobile  includes  not 
only  content  tdewed  via.  the  mobile 


Web,  but  also  through  mobile  apps. 
Most  of  the  traffic  that  Huskey  cited 
comes  by  way  of  mobile  Web,  but  the 
group  of  newspapers  is  also  beginning 
to  see  some  great  promise  with  niche 
mobile  apps,  like  GameTimePA,  a 
high  school  sports  app  \vith  a  com¬ 
panion  website  that  Huskey  described 
as  “extremely  successful  and  gro\ving 
really,  really  well.” 

Selling  advertising  on  mobile  apps 
isn’t  strange  or  new,  he  said.  “It’s  the 
new  circulation.  It  comes  down  to  how 
many  do^vnloads  you  have,  and  how 
many  times  people  are  visiting  it.  You 
base  your  ad  rates  off  of  that.” 

GameTimePA  is  a  free  mobile  app, 
and  still  rather  fledgling,  but  niche 
mobile  apps  of  this  kind  are  com¬ 
pelling  from  a  content  and  revenue 
perspective,  he  noted.  “We  have  to 
continue  to  evolve,  and  we  can’t 
just  take  stories  from  newspapers’ 
dot-com  sites,  throw  it  up  on  an  app, 
and  expect  that  people  are  going  to 
like  it.” 

With  mobile  publishing  is  gamering 
a  lot  of  attention— and  rightfully  so— 
the  fear  is  that  it  will  further  diminish 
the  newspaper’s  core  print  offering, 
but  Huskey  disagreed.  “I  don’t  think 
they’re  detracting  from  print  at  all.  It’s 
gro^ving  our  brand.  We  have  a  much 
larger  audience  than  we  ever  have.” 

There  are  two  mindsets  about  social 
media  and  mobile  publishing  for 
newspapers:  Lean  back  and  see  how 
things  shake  out — where  social  audi¬ 
ences  ^^'ill  relocate  or  spread  to  next, 
whether  mobile  Web  proves  more 
popular  than  mobile  apps;  or  newspa¬ 
pers  can  dive  right  in,  be  ever\where, 
and  create  a  plan,  a  purpose,  and  a 
reasonable  ROI  expectation.  The  cover 
charge  into  both  of  these  communities 
is  low,  but  once  inside,  will  the  party 
be  in  full-swing  or  ^vill  it  already  be 
last  call?  ■ 
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Meet  the 
forward-thinking 
professionals  who 
will  take 
newspapers 
to  the 
next  level 


By  Nu  Yang  and 
Adreana  Young 


APRIL  201; 
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Xhis  year’s  list  of  25  Under  35  features  a  senior  systems  architect,  a  video  producer,  a  consumer  experience 

director,  and  a  digital  marketing  specialist,  showing  us  how  workplace  positions  have  evolved  over  the  years  in 
the  newspaper  industry.  But  you’ll  also  find  reporters,  editors,  advertising  directors,  and  circuiation  managers  among 
our  young  professionals,  again  showing  us  that  these  traditional  roles  still  play  a  big  part  in  the  success  of  our  business. 
Climbing  the  ranks  now  requires  a  multitude  of  skills  not  seen  in  previous  generations,  and  these  talented  men  and 
women  are  certainly  equipped  with  them. 

So,  let’s  breathe  a  sigh  of  relief.  It  may  be  a  challenging  time  for  everyone  working  in  newspapers  right  now,  but  with 
leaders  such  as  the  ones  here  willing  to  take  the  reins,  we'll  be  all  right. 


>  SARA  J.  BASS,  33 

Circulation  operations  manager  and  audience 
director,  The  Hutchinson  News,  Hutchinson,  Kan. 
EdacatkM:  (currently  attending)  Fort  Hays  State  University, 
bachelor  in  business  administration,  management;  Hutchinson 
Community  College,  associate  oi  science,  registered  nurse 


SarB  Bass  has  been  circulation  operations  manager 
for  The  Hutchinson  News  for  about  two  years.  Even 
though  she  got  her  start  at  the  News,  she  spent  much 
of  her  newspaper  career  with  the  Wchita  Eagle  circula¬ 
tion  department.  At  the  News.  Bass  has  restructured 


bundle-hauls  and  motor 
routes,  and  identified 
efficiencies  to  generate 
substantial  expense 
savings. 

According  to 
publisher  and  editor 
John  Montgomery,  Bass 
has  improved  service 
so  that  it  consistently 
is  close  to  the  paper's 
benchmark  of  one 
complaint  per  thousand 
circulation,  and  although 
her  title  is  operations 
and  much  of  the  sales  is 
handled  by  a  corporate  team,  she  has  proven  to  be  a 
skilled  marketer,  sharpening  promotional  activities, 
growing  digital  circulation,  and  developing  email 
marketing  as  a  new  sales  channel. 

WHAT  ADVICE  DO  YOU  HAVE  FOB  OTHEfi  YOUNS 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Stay  positive,  energetic,  learn  as  much  as  you  pos¬ 
sibly  can  and  have  fun.  If  you  work  in  circulation,  take 
a  close  look  at  your  hauling  expenses.  You  could  be 
sitting  on  a  goldmine  (I  was  able  to  find  a  small  fortune 
in  savings).  Ditch  the  medieval  management  style 
and  lead  by  example,  be  a  coach.  For  real  change  to 
happen  you  must  be  able  to  diagnose  problems  down 


to  the  most  microscopic  detail  and  be  willing  to  gain  the 
perspective  from  every  faction  involved.  Put  yourself 
in  their  shoes  and  then  take  a  look  down  from  the 
balcony.  Ask  yourself  if  what  you  are  doing  would  mo¬ 
tivate  you  to  make  a  change,  then  adjust  your  actions 
accordingly.  One  person  cannot  change  everything,  but 
a  team  can  make  real  progress. 

YOU'RE  ALSO  A  REGISTERED  NURSL  HOW  WOULD  YOU 
BREATHE  NEW  LIFE  INTO  NEWSPAPa  aRCUUmON 
DEPARTMENTS? 

The  first  step  to  performing  CPR  is  assess¬ 
ment.  You  have  to  gather  data,  both  objective  and 
subjective,  so  you  can  determine  the  baseline:  the 
numbers  are  very  important,  but  don’t  discount 
your  gut  feeling.  Circulation  both  from  a  medical 
standpoint  and  a  newspaper  standpoint  are  very 
similar.  Both  require  a  certain  amount  of  mainte¬ 
nance  and  preventative  measures  to  stop  a  small 
scratch  from  becoming  a  real  bleeder.  There  will 
always  be  those  days  when  you  walk  into  a  level  1 
trauma,  but  don’t  lose  perspective.  In  many  cases, 
using  a  solid  plan  with  the  right  team,  you  can  slow 
or  even  stop  the  bleed.  And  just  how  advances 
in  healthcare  have  changed  the  landscape  of  the 
medical  field,  technology  has  changed  the  way  that 
we  look  at  a  traditional  circulation  department.  It's 
really  about  building  total  audience  by  protecting 
print,  embracing  digital  and  working  toward  marry¬ 
ing  the  two  together  to  maintain  "homeostasis." 


>J0E 

BAniSTONI,32 

Director  of  digital  advertising,  Ttie  Times  Media  Co.  of 
Northwest  Indiana,  Munster,  ind. 

Education:  Southern  Illinois  University  at  Carbondale,  bachelor  of 
arts,  political  science 

Joe  Battistoni  joined  The  Times  Media  Co.  in  2014, 


and  according  to  publisher  Chris  White,  Battistoni 
has  been  “an  absolute  game-changer,"  taking 
(their)  digital  sales  operation  from  one  of  the  worst 
performers  in  (their)  peer  group  to  the  top  of  the  list 
in  only  six  months. 

"Through  expanded  training  efforts,  a  change  in 
go-to  market  strategy,  an  expanded  product  line 
and  lots  of  energetic  leadership,  Joe  created  a  true 
culture  change  that  has  had  positive  ripple  effects 
throughout  our  organization,"  White  said.  "Every 
day,  Joe  leads  from  the  front  and  makes  great  things 


happen." 

Prior  to  his  time  in  Northwest  Indiana,  Battistoni 
worked  for  the  Chicago  Tribune  Media  Group  for 
nine  years. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Don't  fear  making  the  big  mistake.  The  biggest 
fear  young  professionals  should  have  is  not  taking 
big  enough  risks  to  truly  effect  change.  Publishing 
is  in  transition  and  its  success  will  come  from  young 
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leaders  shaping  the  future  with  new 
innovations,  and  we  all  know  that 
comes  with  perfecting  our  practice 
and  learning  from  our  mistakes.  News 
organizations  are  tremendously 
complex:  the  more  you  can  expose 
yourself  the  more  you  can  learn  and 
eventually  improve.  You  can  never 
predict  where  your  next  big  idea  will 
come  from. 

WHAT'S  THE  BEST  LESSON  YOU  CAN 
SHARE  ON  SELLING  DIGITAL? 

Evangelize  digital  every  chance 
you  get.  There  is  nothing  more 
exciting  than  the  explosion  of  digital. 
Whether  it's  audience  growth  on  your 
own  site,  capabilities  and  function 
of  your  organization  or  the  newest 
social  platform-everyone  wants  to 
talk  about  it,  and  we  are  lucky  enough  to  sell  it.  Every  organization  will  have  their  fair  share  of 
skeptics,  but  avoid  those  people,  and  continue  to  prove  them  wrong  with  consistent  results 
and  constant  innovation.  Have  fun,  take  no  prisoners,  and  let  the  magic  happen. 


>  BRANDON  BOWERS,  35 

Editor,  Today's  News-Herald,  Lake  Havasu  City,  Ariz. 


Education:  San  Joaquin  Delta  College 


Brandon  Bowers  has  worked  at  daily  newspapers  in  California,  New  Mexico  and  Arizona 
since  he  was  16  years  old.  His  career  started  in  1996  as  a  high  school  news  clerk  at  the 
Manteca  (Calif.)  Bulletin.  He  later  worked  as  a  reporter  at  the  Bulletin,  and  went  on  to  serve 
as  editor  of  the  Turlock  (Calif.)  Journal.  Bowers  worked  for  six  years  as  the  first  online  editor 
for  the  Merced  Sun-Star,  where  he  helped  the  paper  develop  strategies  for  social  media  and 

multimedia,  and  helped 
grow  online  traffic  from 
about  600,000  monthly 
page  views  to  more  than 
2  million. 

As  editor  of  the 
Car/sbad(N.M,) 
Current-Argus,  print 
circulation  numbers 
surged  thanks  to  new 
editorial  initiatives  and 
a  focus  on  good  design. 
Digital  numbers  also 
consistently  showed 
a  30  percent  growth 
over  the  prior.  Bowers 
also  served  as  interim 

publisher  in  May  and  June  2013  while  a  search  was  conducted  for  the  position. 

Bowers  has  been  editor  of  the  Today's  News-Herald  in  Lake  Havasu  City,  Ariz.  since  sum¬ 
mer  2014.  He  also  serves  as  editor  of  the  weekly  Parker  Pioneer  and  the  quarterly  magazine 
Havasu...Arizona's  Coastal  Life.  -> 
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WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Relentlessly  pursue  new  ways  of  doing  things. 
Always  think  about  ways  to  enhance  or  change 
what  you're  doing,  but  learn  how  to  quickly  identify 
when  those  things  aren't  working  and  make  the 
necessary  adjustments.  Constantly  seek  reader 
feedback,  whether  it's  online,  over  the  phone,  or  in 
some  sort  of  organized  group  setting,  but  don't  be 
scared  to  go  with  your  gut  when  there’s  a  decision 
to  be  made.  Learn  your  community’s  passions  and 
adapt  your  newspaper's  coverage  accordingly. 

HOW  WOULD  YOU  ENCOURAGE  OTHER  SMALL 
COMMUNITY  DAILIES  TO  GO  “DIGITAL  FIRST?” 

Small  newsrooms  can  make  big  impacts  online. 

It  doesn’t  necessarily  mean  working  harder,  but  it 
does  mean  changing  workflows  and,  perhaps,  pri¬ 
orities.  Start  with  the  low-hanging  fruit;  Review  and 
adjust  your  plans  for  breaking  news  coverage  and 
let  that  shape  your  approach  to  developing  a  digital 
plan  for  other  areas.  In  Lake  Havasu  City  and  at 
other  newsrooms  I've  managed,  we  publish  breaking 
news  as  soon  as  it's  verified,  even  if  that’s  just  a 
sentence  or  two.  Require  reporters  and  other  news 
staffers  to  use  social  media  in  the  reporting  process. 
Use  free  or  inexpensive  digital  tools  to  enhance 
what  you’re  already  doing.  Video  is  easier  than  you 
think  -  it's  great  if  you  have  the  time  to  shoot  and 
edit  a  highly  polished  news  feature  video,  but  small 
newsrooms  often  simply  don’t  have  the  resources. 
However,  you  can  use  your  smartphone  or  the  video 
function  on  your  camera.  We’ve  used  the  Tout  app  at 
several  of  my  newsrooms,  which  allows  us  to  shoot 
up  to  45  seconds  of  video  and  immediately  post  it 
online.  It's  great  for  breaking  news  and  sports,  but 
there's  no  reason  it  couldn't  also  be  incorporated 
into  lifestyles  or  even  opinion. 


>  scon  J.  BRYAN,  32 

Editor,  Hickory  Daily  Record,  Hickory,  N.C, 


EduatHHi:  Stratford  High  School 


As  editor  of  the  Hickory  Daily  Record,  Scott  J. 
Bryan  serves  as  the  newsroom  leader  for  a  depart¬ 
ment  of  10.  In  addition,  Bryan  served  as  a  member 
of  the  North  Carolina  Community  Group's  digital 
growth  strategy  group  and  chaired  his  paper’s  audi¬ 
ence  development  committee.  He  also  is  a  member 
of  the  Catawba  County  Chamber  of  Commerce's 
board  of  directors. 

Bryan  was  instrumental  in  doubling  the  paper’s 
website’s  page  views  and  quadrupling  their  social 
media  strategy  in  a  12-month  span.  He  launched 
Barrel,  the  HDR’s  new  craft  beer,  wine  and  liquor 
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been  a  sports  writer,  sports  de¬ 
signer.  sports  editor,  news  designer, 
associate  editor  and  now  editor. 

He's  the  youngest  winner  of  a  South 
Carolina  Press  Association  award  as 
a  16-year-old  at  the  weekly  Goose 
Creek  (S.C.)  Gazette. 

WHAT  ADVICE  DO  YOU  HAVE  FOR 
OTHER  YOUNG  PROFESSIONALS  IN 
THE  NEWSPAPER  INDUSTRY? 


page,  which  features  a  Twitter  account,  weekly  col¬ 
umn,  stories,  and.  in  April,  launched  a  special  section 
dedicated  to  craft  beer. 

Prior  to  joining  the  HDR  in  November  2013.  Bryan 
served  as  the  associate  editor  at  the  Index-Journal, 
a  family-owned  newspaper  in  Greenwood,  S.C.  A 
14-year  veteran  of  the  newspaper  industry,  Bryan 
started  his  full-time  career  as  an  18-year-old 
sports  writer  at  the  Aiken  (S.C.)  Standards.  He's 


Be  passionate.  Far  too  often  in  this  industry,  we 
live  in  a  constant  state  of  doom  and  gloom.  That's 
understandable.  Not  all  jobs  are  perfect.  Not  all 
professions  are  perfect.  But  if  you  come  to  work 
every  day  with  the  goal  of  being  the  best  journalist 
possible  and  producing  the  best  product  possible, 
you  can  go  home  at  night  proud  of  what  you've 
accomplished.  Nobody  wants  to  work  with  people 
v;ho  are  checked  out  or  who  don't  care  about 


their  work.  A  passionate  approach  to  journalism  is 
contagious,  and  if  you  share  that  passion  with  your 
co-workers,  bosses  and  readers,  you'll  find  success 
is  easier  to  obtain. 

IF  YOU  COULD  GO  BACK  IN  TIME,  WHAT  LESSONS  WOULD 
YOU  SHARE  WITH  YOUR  18- YEAR-OLD  SELF  WHO  IS 
JUST  STARTING  HIS  FULL-TIME  JOURNALISM  CAREER? 

Don't  be  resistant  to  change.  I  think  journalists 
must  understand  the  newspaper  business  contin¬ 
ues  to  evolve.  It's  natural  to  be  resistant  to  change. 
Once  you  master  a  task  or  skill,  you  want  to  use 
that  to  your  advantage.  The  next  step  is  developing 
that  skill  and  improving  it.  Learn  as  much  as  you 
can  from  folks  around  you  who  have  worked  in  this 
business  and  apply  those  practices  in  your  career, 
but  also  be  on  the  lookout  for  what  other  folks  in 
the  industry  are  doing  and  how  that  could  affect  the 
future.  The  last  bit  of  advice  I’d  give  an  18-year-old 
me?  Take  a  chill  pill. 


>  BRYAN  CHESTER,  33 

Advertising  director,  Jhe  Columbid  Missouridn.  Columbia, 

Mo. 

Edualioo:  University  of  Missouri,  master's  in  education,  higher  education: 
Columbia  College,  bachelor  of  arts,  business-marketing:  University  of 
Missouri,  bachelor  of  arts,  sociology 


Bryan  Chester  started  working  at  the  Columbia  Mis¬ 
sourian  in  2008  as  an  account  executive,  and  as  advertising 
director,  he  was  responsible  for  differentiating  the  revenue 
streams  and  introducing  Google  Consumer  Surveys  to  the 
newspaper's  website. 


"Since  Bryan  took  over  the  advertising  department.  The 
Missourianhas  already  seen  digital  advertising  revenue 
double,"  said  Dan  Potter,  general  manager.  "Bryan  is 
passionate  about  the  future  of  media  and  is  aggressively 
seeking  new  and  innovative  strategies  to  curtail  the  decline 
of  the  print  industry.  " 

WHAT  ADVICE  DD  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Avoid  the  sentiment  that  newspapers  are  already 
dead  and  instead  focus  on  the  role  technology  can  play  in 
shaping  the  future  of  media.  Contrary  to  popular  belief, 
this  is  an  incredibly  exciting  time  to  work  at  a  newspaper, 
especially  one  like  the  Missourian  which  is  willing  and  able 
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Local  Sales  Manager 
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Reporter 
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Sales  Manager 
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to  take  risks  on  new  and  innovative  ideas.  Instead  of  buying  into 
the  doom  and  gloom  rhetoric  that  is  plaguing  the  industry,  view 
these  challenges  as  opportunities  to  both  sustain  and  grow  your 
newspaper's  brand. 


>  SEAN  ELY.  28 

Senior  video  producer,  RedEye ,  Chicago,  III. 

EdacrtiN:  Michigan  State  University,  bachelor  of  arts,  journalism 


WHAT  ARE  THE  MOST  EXCITING  ADVERTISING 
TRENDS  FOR  NEWSPAPER  RIGHT  NOW? 

Tlie  shift  toward  converged  selling  across  a  multitude  of 
platforms.  Whereas  in  years  past  advertising  representatives 
were  extremely  limited  in  their  offerings,  basic  print  display  and 
limited  static  Web  placements,  we  are  now  seeing  a  shift  toward 
comprehensive  advertising  packages.  These  packages  offer  a 
combination  of  both  print  and  Web  advertising,  but  go  further 
than  traditional  bundles  by  offering  video  pre-roll,  social  media 
management,  direct-to-consumer  messaging,  as  well  as  much 
more.  By  differentiating  product  offerings  and  leveraging  their 
assets,  newspapers  are  able  to  expand  their  reach  to  become 
comprehensive  agencies  and  in  turn  provide  a  stronger  ROI  for 
their  clients. 


As  newspapers  compete  against 
the  Craigslists  and  eBays  of  the  world, 
publisher  Mark  Vinciguerra  found  an 
employee  who  could  drive  the  clas¬ 
sifieds  business  forward.  As  classified 
supervisor,  Casey  Cordato  and  her 
team  took  over  the  business  service 
directories,  created  new  content  such 
as  a  Pet  Page,  revised  and  increased 
rates,  streamlined  rate  structures,  and 
began  handling  the  obituaries.  Accord¬ 
ing  to  Vinciguerra,  Cordato  and  her  team  increased  revenue  by 
nearly  5  percent  versus  2013.  With  the  weeklies,  classifieds  went 
up  more  than  16  percent  versus  the  prior  year. 


> CASEY 
CORDATO,  31 

Classified  supervisor,  Columbia- 
Greene  Media,  Hudson,  N.Y. 
Educatioii:  Hudson  High  School 


WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Believe  and  know  your  product  inside  and  out.  Set  goals.  Learn 
all  positions  if  possible  in  the  industry  as  each  department  ties 
with  one  another  somehow.  Hie  industry  is  never  ending.  You  will 
never  be  caught  up:  there  is  always  something  to  do.  Keep  up  with 
the  newest  trends,  technology,  social  media,  etc.  Never  lose  your 
hunger,  drive,  passion  and  dedication.  You  must  love  what  you  do 
to  succeed, 

IF  YOU  COULD  CREATE  A  CLASSIFIED  AD  PROMOTING 
NEWSPAPERS,  WHAT  WOULD  IT  SAY? 

Newspapers  Provide-Reach,  Portability,  Quality,  Reliability 
and  Results 


Before  Sean  Ely  joined  RedEye,  the  daily  publication  put  out  by  the  Chica¬ 
go  Tribune  aimed  at  18-  to  34-year  olds,  the  paper's  videos  received  about 
1.3  million  views.  When  Ely  came  on  board,  he  optimized  the  entire  process, 
from  workflow  and  content  to  SEO  and  equipment.  As  a  result,  RedEye  had 
more  than  1.6  million  video  views  in  the  first  quarter  of  2014  alone. 

In  2014,  Ely  led  a  small  film  crew  that  followed  a  local  up-and-coming  hip-hop 
artist  for  two  months,  documenting  the  real  struggles  artists  face-financial, 
emotional,  and  creative.  A  documentary  was  released  "Netflix-style,"  and  an 
event  promoting  the  video  was  so  popular  that  people  had  to  be  turned  away  at 
the  door. 

"Sean's  fun,  optimistic  approach,  his  on-camera  talent,  and  his  considerable 
technical  expertise  bring  professional,  polished,  video  content  to  our  organiza¬ 
tion,"  said  Amy  Guth,  publisher  and  general  manager. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Don't  follow  the  rules,  don’t  envy  other  people  and  don't  settle.  Find  a 
niche  or  beat  that  isn't  being  capitalized  on  and  pounce.  I  refused  to  listen  to 
people  who  said  "this  is  how  it  should  be,"  and  I  created  my  own  version  of 
videojournalism.  There's  no  reason  to  strive  to  be  the  next  "insert  successful 
person's  name  here."  You  earn  greatness  when  there  isn't  another  person  doing 
the  same  thing.  You  stood  out  and  made  it  happen  yourself.  Risky?  Terrifying? 
Absolutely.  But  there's  nothing  more  lethal  for  one's  career,  in  my  opinion,  than 
simply  fitting  the  mold  and  putzing  through  it. 

HOW  DO  YOU  DETERMINE  WHAT  WILL  MAKE  A  GREAT  VIDEO  OR  DOCUMENTARY  STORY? 

I  make  content  I  would  personally  want  to  watch  or  share.  You  could  say, 
selfishly,  I  make  videos  for  myself.  I  don’t  shoot  and  edit  simply  because  I  have 
the  resources  to  do  it.  The  market  is  oversaturated  and  filled  with  “suck,"  as  1 
like  to  call  it.  Quality  over  quantity,  every  time.  I  try  to  produce  video  that  has  a 
recognizable  heartbeat  with  just  as  much  personality  as  a  real,  breathing  human 
being.  Drive  your  viewer  to  act  and  feel  a  specific  way-great  journalism  at  its 
core,  right?  Each  piece  should  have  three  things:  emotion,  strong  relationships 
and  unfaltering  swagger.  If  not,  what's  the  point? 
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Utah  Media  Group,  Deseret  News  and  The  Salt  Lake  Tribune 
congratulate  John  on  his  talent  and  innovation. 

Thank  you  for  continually  pushing  into  new  markets, 
opportunities  and  growth  for  the  past  10  years. 


Utah  , 

Media 

Group 


Discover  more  at  Growtix.com 
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>  MEGAN  FINNERTY,  35 

Trend  and  lifestyle  reporter,  IheArizond Republic,  Phoenix,  Ariz. 

Eduattoic  Purdue  University,  bachelor  of  arts,  communications 


In  the  newsroom,  Megan  Finnerty  performs  a  dual  role  as  a  reporter  and  a  live  event  host 
and  facilitator  with  the  Arizona  Republic.  Finnerty  is  also  the  co-founder  and  host  of  the 
Arizona  Storytellers  Project.  Fler  role  requires  her  to  strategize  with  the  marketing  and  adver¬ 
tising  departments  about  how  to  maintain  the  editorial  integrity  of  the  project  while  increasing 
sponsorship  dollars  and  opportunities. 

Last  February,  she  hosted  a  75-person  Strong  Women,  Strong  Drinks  event  in  partnership  with 
Arizona  Cocktail  Week,  that  featured  a  book  conversation  with  Anna  Flolmes  and  Kate  Harding. 
Several  years  ago,  she  also  founded  a  cocktail  competition,  which  she  still  emcees,  in  partnership 
with  Local  First  Arizona.  Designed  to  promote  her  nightlife  reporting  beat  at  the  time,  it  still  draws 
hundreds  of  cocktail  enthusiasts,  even  though  she  has  moved  on  to  different  beats. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG  PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Don't  think  of  it  as  a  newspaper.  Is  that  too  obvious?  I  don’t  know  anyone  who  works  at  a 
newspaper.  We  all  make  videos,  speak  at  live  events,  appear  on  TV,  write  for  the  Web,  cover 


Kat  Hughes  oversees  editorial 
content  of  five  newspapers  and  all 
the  online  content  across  multiple 
platforms.  Currently,  she’s  overseeing  a  comprehensive  redesign  of  the  newspapers. 

"Kat  is  an  organized,  dedicated,  thoughtful  and  responsive  editor.  She  edits  through  col¬ 
laboration,"  said  deputy  managing  editor  Mark  Gordon.  "She  inspires  reporters  with  her  work 
ethic,  positive  attitude  and  commitment  to  excellence." 

The  Observer  Media  Group  has  won  multiple  awards  for  content  and  design  in  the  past  four 
years  under  her  watch.  "She  focuses  the  staff  on  thinking  about  everything  that  goes  into  a 
story,  from  the  reporting  to  the  pictures  to  the  layout,"  Gordon  said.  “She  understands  the 
value  of  a  hyper-local  media  company,  both  for  print  and  online." 


>  KAT  HUGHES.  34 

Executive  editor,  Observer  Media 
Group,  Sarasota,  Fla. 

EAocaiion:  University  of  Wyoming,  master 
in  business  administration;  University  of 
Missouri,  bachelor  of  journalism 


WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG  PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Don’t  be  afraid  to  push  your  organization  to  try  new  things  and  expand  the  way  it  thinks 
about  content.  In  this  media  environment,  some  rules  need  to  be  broken  to  produce  truly 
creative,  relevant  content  that  readers  will  love.  Be  bold.  It  will  probably  be  the  thing  that  sets 
you  apart  from  the  rest. 

WHAT  HAS  BEEN  YOUR  MOST  FAVORITE  PART  OF  THE  NEWSPAPER  REDESIGNS  SO  FAR,  AND  WHY? 

My  favorite  part  of  the  redesign  is  the  freedom  it  gives  us.  When  you're  trying  to  be  innova¬ 
tive,  templates  can  kill  you.  In  our  new  design,  we  can  showcase  stories  and  photos  In  a  way 
that  allows  them  to  shine.  It  marries  presentation  with  content.  After  all,  isn't  that  what  great 
design  is  all  about? 


stories  with  social  media,  etc.  Print  is  a  part  of 
what  we  do,  but  1  haven't  thought  of  myself  as  a 
newspaper  reporter  for  years.  Beyond  that,  my 
advice  is  feel  your  feelings.  Your  feelings  will  guide 
you  to  the  heart  of  the  story.  Examine  why  you  feel 
something.  Then,  talk  about  those  feelings  with  the 
most  critical,  insightful  people  you  can  find.  Then 
hold  your  ideas  up  to  intellectual  scrutiny.  Push 
through  all  that  and  write  the  most  emotionally 
resonant,  intellectually  sophisticated,  obviously  true 
and  compelling  story  your  talents  and  time  allow 
you  to  produce.  In  between  listicles. 

IF  YOU  COULD  BOOK  ANY  THREE  GUESTS 
FOR  AN  ARIZONA  STORYTELLERS  PROJECT 
NIGHT,  WHO  WOULD  THEY  BE  AND  WHY? 

Bono,  because  I'd  listen  to  him  talk  about  anything, 
and  because  I’ve  been  in  love  with  him  since  I  was 
13.  Sandra  Day  O'Connor,  because  she  has  so  many 
more  stories  to  tell.  Your  neighbor,  which  is  to  say, 
everyone  has  a  story  to  tell.  That’s  the  thing  60  nights 
and  more  than  360  storytellers  have  taught  me. 


>DEIRDREL0NG,3i 

Digital  marketing  specialist,  Rie  Anniston  Stsr, 
Anniston.  Ala, 

EduotioB:  University  of  Alabama,  master  of  arts  in  community 
journalism:  East  Tennessee  State  University,  bachelor  of  science 
in  mass  communication,  concentration  in  journalism 


Deirdre  Long  is  an  editor  turned  digital  marketing 
specialist  for  The  Anniston  Star.  She  started  her 
career  with  the  Starin  2006  as  part  of  the  inau¬ 
gural  class  of  the  Community  Journalism  Master’s 
program  the  paper  offers  in  conjunction  with  the 
University  of  Alabama.  After  being  hired  in  2007,  she 
has  worked  as  a  page  designer,  graphic  designer, 
entertainment  editor,  features  editor,  and  in  July 
2014,  she  moved  into  advertising. 

In  advertising,  she  manages  a  new  digital 
marketing  division  of  the  Star  called  BizBuzz,  which 
provides  website  design,  social  media  manage¬ 
ment,  SEO,  email  marketing,  online  advertising  (on 
AnnistonStar.com  as  well  as  Facebook  and  Google 
ads)  as  well  as  some  non-digital  marketing  services, 
such  as  promotional  products  and  direct  mail.  In  the 
seven  months  since  she  began  in  her  new  role,  her 
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division  has  grown  from  a  team  of  one  to  three. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Keep  up  with  media,  technology  and  commu¬ 
nications  trends,  and  be  a  multimedia  journalist. 
Newspapers  are  sometimes  slow  to  adapt  to  the 
new  ways  that  our  readers  are  communicating. 
Social  media  in  particular  can  be  very  helpful  in  dis¬ 
seminating  news  and  information.  Know  how  to  do 
a  little  bit  of  everything-take  photos,  shoot  video, 
even  knowing  basic  HTML  can  go  a  long  way, 

WHY  DID  YOU  DECIDE  TO  MOVE  FROM  THE  EDITORIAL 
SIDE  OF  JOURNALISM  TO  ADVERTISING? 

My  move  to  advertising  was  an  unexpected, 
but  welcome,  change,  I  approached  the  Star's 
advertising  director,  David  Bragg,  last  summer 


with  an  idea  for  the  paper  to  create  new  revenue 
by  offering  our  advertising  clients  help  with 
digital  marketing  -  helping  manage  social  media 
pages,  website  design,  online  advertising,  email 
marketing,  etc.  In  my  work  on  the  editorial  side.  I 
had  become  aware  of  how  many  small  businesses 
we  have  in  our  area  with  littie  to  no  presence  on 
the  internet.  I  did  not  expect  to  do  this  new  job  - 
I  v;as  just  passing  on  an  idea  -  but  at  the  end  of 
my  pitch,  David  asked  if  I  wouid  like  to  be  the  one 
to  spearhead  this  new  campaign. 

As  a  millennial,  the  Internet  has  been  a  part  of 
my  life  since  grade  school.  On  the  news  side,  editors 
are  in  charge  of  posting  their  section's  stories  to  the 
paper's  CMS  and  social  media  accounts,  so  I'd  been 
using  those  platforms  as  part  of  my  job  regularly. 
Taking  the  next  step  of  using  that  knowledge  to  help 
our  clients  just  seemed  natural. 


>  RYAN  MARTIN  ,  27  Managing  editor,  Jhe  Elkhart  Truth,  Elkhart,  Ind. 

EAxatiMc  Washington  University  in  St.  Louis,  master  in  business  administration;  University  of  Missouri,  bachelor  of  arts,  journalism 


As  managing  editor  of  The  Elkhart  Truth,  Ryan  Martin  is  responsible  for  producing  a  daily  newspaper,  elkhartruth.com, 
flavor574.com  (a  quarterly  digital  food  magazine)  and  a  daily  three-hour  radio  show.  He  also  works  as  digital  director  of 
the  Truth's  parent  company  Federated  Media.  In  that  role,  Martin  has  been  charged  with  building  a  digital  content  network 
across  four  markets. 

Martin  has  a  history  of  growing  website  and  social  media  audiences,  leading  journalists  through  lasting  digital  change, 
and  working  across  departments  to  build  new  brands  and  products.  His  redesign  of  elkharttruth.com  has  been  recognized 
by  three  different  media  associations,  and  his  social  media  strategy  has  led  to  audience  growth  of  160  percent  on  Face- 

book  and  70  percent  on  Twitter  in  the  past  year. 

Martin  has  worked  with  the  Hoosier  State  Press  Association, 
serving  on  a  digital  panel  at  a  recent  press  association  meeting, 
and  has  been  a  judge  for  newsroom  contests.  He  has  also  worked 
with  a  Missouri  Journalism  School  capstone  class  on  capstone 
projects. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

It’s  a  challenging  time  in  the  newspaper  industry,  but  those  chal¬ 
lenges  bring  plenty  of  opportunities  for  young  professionals.  Take 
advantage  of  those  opportunities  by  constantly  pushing  yourselves 
and  your  teams  to  do  better  work  today  than  you  did  yesterday. 

None  of  us  began  working  at  a  newspaper  because  we  expected  it 
to  be  easy;  in  fact,  for  many  of  us,  we  joined  this  industry  because  we 
believe  we're  uniquely  positioned  to  solve  those  challenges  and  serve 
a  greater  good.  When  you’re  faced  with  a  seemingly  insurmountable 
obstacle-launching  a  major  website  redesign,  rapidly  growing  a  social  audience,  identifying  a  mobile-first  strategy  or  anything 
else-remember  that  you’re  in  your  position  for  a  reason.  And  don’t  forget  that  a  lot  of  folks  are  working  on  similar  problems  and 
projects  across  the  industry.  That  support  network  is  immensely  helpful.  We’re  all  in  this  together. 

HOW  DO  YOU  KEEP  YOUR  AUDIENCES  ENGAGED  ON  SOCIAL  MEDIA? 

Don’t  talk  to  people.  Talk  with  them.  Think  of  social  media  as  a  party  where  you’re  a  host.  Build  conversations  around 
the  content  and  make  the  experiences  as  memorable  as  possible  for  your  users.  Because  when  I  scroll  through  a  feed 
filled  with  hundreds  of  voices,  news  outlets  and  brand  messages,  it’s  my  personal  connection  to  you  as  the  host  that  will 
remind  me  to  stop  and  join  another  one  of  your  conversations. 


>AMBER 
MCDONALD,  30 

Digital  audience  manager,  Tampa  Bay 
Times,  St.  Petersburg,  Fla. 

Eduotion:  University  of  Delaware,  bachelor  of 
arts,  English  and  journalism 


Since  Amber  McDonald  became 
digital  audience  manager  two  years 
ago,  social  media  referrals  to  the 
Tampa  Bay  Times  website  have 
grown  by  400  percent  to  almost 
10  million  annually,  according  to 
publisher  Joe  DeLuca.  In  addition  to 
her  role  as  digital  audience  manager, 
McDonald  chairs  the  company-wide 
social  media  operating  team  and  has 
successfully  facilitated  the  develop¬ 
ment  of  social  media  marketing 
initiatives,  training  and  development 
efforts,  and  introduced  new  tools 
and  strategies  to  present  content 
and  grow  audience  and  brand 
through  social  media  channels. 

”1  believe  Amber  represents 
the  unique  combination  of  skills, 
innovative  thinking  and  leadership 
that  we  need  to  proliferate  and  build 
on  in  our  industry,"  said  DeLuca. 
"Not  only  does  she  have  a  clear 
vision  of  where  we  need  to  go  with 
our  social  media  efforts,  but  she  has 
the  leadership  ability  to  facilitate 
alignment  and  ownership  across  the 
organization.  ” 
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BH  Media  and  Hickory  (NC)  Daily  Record  are 
proud  of  Scott's  well-deserved  recognition  for 
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web,  mobile  and  social  platforms. 
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A  Berkshire  Hathaway  Company 


WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Listen  to  the  generations  that  came  before  you, 
and  learn  from  their  experiences  and  leadership, 
but  don't  be  afraid  to  share  your  ideas  to  influ¬ 
ence  the  use  of  digital  best  practices  within  your 
department.  If  you  feel  passionate  about  something 
related  to  your  work  that  you  believe  will  achieve 
a  strategic  audience  or  monetization  goal,  don't 
take  no  for  an  answer.  Be  fierce,  but  be  measured  in 
your  approach.  When  you  try  an  idea,  be  thorough. 
Begin  with  a  brief  proposal  to  create  buy  in.  When 
the  idea  launches,  communicate  its  launch  with  key 
stakeholders.  When  the  project  comes  to  an  end. 


report  stats  and  outcomes  to  the  same  stakehold¬ 
ers.  Also,  don't  operate  on  assumptions,  operate  on 
data.  Get  to  know  the  digital  leaders  and  staffers  in 
your  company  and  understand  the  analytics  around 
your  digital  publishing,  digital  marketing  and  digital 
advertising  tools  and  how  those  analytics  can  be 
acted  on  in  a  strategic  way  to  achieve  a  goal. 

WHAT'S  THE  BEST  WAY  TO  GET  A  LARGER 
AUDIENCE  ON  SOCIAL  MEDIA? 

In  some  ways  this  will  truly  depend  on  the  plat- 
form-Twitter,  Facebook,  Pinterest,  Instagram,  et 
al.  So,  know  your  platform  and  the  audience  you're 
sharing  with.  In  general,  compelling  and  engaging 
content  is  by  far  the  best  thing  you  can  do.  Quality 
content  presented  in  a  variety  of  ways  with  con¬ 
sistent  post  frequency  is  the  number  one  best 
practice.  A  few  other  key  things  to  do;  Make  sure 
content  is  formatted  for  the  social  platform  you're 
sharing  to;  know  the  voice  of  your  brand;  establish 
your  social  accounts  as  a  place  for  reliable  and 
valuable  content;  use  data  to  determine  success¬ 
ful  content  types  and  post  frequency;  and  make  it 
as  easy  as  possible  for  readers  to  connect  with  your 
organization  on  social  media. 


Nicole  Ott  with  her 
husband  Gerald  and 
their  daughters:  2 
year-old  Mira  and 
the  newest  addition 
to  their  family, 
Emma  born  Jan.  5, 
2015 


>  NICOLE  on,  30 

Marketing  and  digital  director,  Cdsper  Star- 
Tribune,  Casper,  Wyo. 

Eduatiet:  Black  Hills  State  University,  bachelor  of  arts, 
mass  communications  and  Spanish 


In  the  last  18  months,  Nicole  Ott  has  won 
a  President's  Award  for  Innovation  from 
parent  company  Lee  Enterprises  for  her 
development  of  a  series  of  initiatives  that 
boosted  digital  retail  advertising  revenue. 

The  growth  was  achieved  through  a  focus  on 
products,  structure,  sales  tools  and  training. 
The  award  was  shared  with  the  paper's 
advertising  director. 

Ott  was  also  responsible  for  redesigning  Trib. 
com,  which  has  been  honored  by  the  Wyoming 
Press  Association  two  years  in  a  row.  She  also 
has  helped  turn  the  annual  Wyoming  Women's 
Expo,  which  is  sponsored  by  the  Casper  Star- 
Tribune,  into  a  profitable  venture  and  one  of  the 
most  talked-about  community  events. 

"Perhaps  most  importantly,  though,  Ni¬ 
cole  understands  journalism,  too,"  said  Jason 
Adrians,  editor  and  interim  publisher.  "She 
works  hand-in-hand  with  the  newsroom  to 
determine  audience  priorities  and  needs,  and 
she  respects  journalistic  integrity  while,  at 
the  same  time,  finding  new  ways  to  engage 
our  audience  that  we  couldn't  even  dream 
about  just  a  few  years  ago.  As  our  industry 
grows  and  evolves,  we  must  have  people 
who  are  willing  to  grow  and  evolve  with  it. 
Part  of  that  evolution  means  truly  having  a 
firm  grasp  on  "both  sides'  of  our  industry." 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

First,  I  encourage  young  professionals  to 
research  and  stay  educated  on  new  industry 
trends  and  strategies.  Today,  newspapers 
have  more  options  for  disseminating  news 
and  providing  marketing  solutions  for  adver¬ 


tising  customers.  Knowing  what  works  best 
will  ensure  success  for  your  company  and 
advertising  customers.  Secondly,  I  recom¬ 
mend  finding  a  mentor  who  is  an  expert 
in  the  industry.  Lastly,  I  suggest  building 
strong  relationships  with  the  experts  in  your 
workplace.  These  relationships  will  allow  you 
to  better  understand  the  mechanics  of  the 
industry,  build  collaborations  that  will  ensure 
success,  and  provide  you  with  unlimited 
access  to  valuable  resources. 

IF  YOU  WERE  THE  MARKETING  DIRECTOR 
FOR  THE  ENTIRE  NEWSPAPER  INDUSTRY 
AND  YOU  HAD  AN  UNUMITED  BUDGET  TO 
WORK  WITH,  WHAT  KIND  OF  CAMPAIGN 
WOULD  YOU  PUT  TOGETHER? 

One  of  the  reasons  I  love  working  in  the 
newspaper  industry  and  in  particular  for  Lee 
Enterprises  is  because  we  offer  more  than 
print  and  banner  solutions  to  our  advertis¬ 
ing  customers.  Newspaper  companies  are 
now  full  service  advertising  agencies.  Using 
the  latest  successful  marketing  strategies, 

I  would  define  my  target  audience(s)  and 
develop  a  multimedia  campaign  with  two 
components:  one  focusing  on  retaining  our 
current  audiences  and  another  focusing  on 
growing  our  audiences.  The  campaign  would 
start  with  our  core  newspaper  print  product, 
then  branch  off  into  several  digital  solu¬ 
tions.  These  solutions  would  include  banner 
advertising  on  newspaper  websites,  audi¬ 
ence  extension,  search  engine  marketing, 
email  marketing,  and  a  strong  mix  of  social 
media  advertising  such  as  a  contest.  The  two 
components  would  have  similar  yet  unique 
creative  aspects,  complimenting  each  other. 
Overall,  the  campaign  would  highlight  the 
many  benefits  of  having  a  subscription  to 
our  products  including  unlimited  access  to 
unique  content,  entertainment  offerings,  and 
the  most  accurate  and  up-to-date  informa¬ 
tion  in  our  market. 
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Michelle  Stark 

Food  Editor 


William  Randall  is  a  fifth-generation  newspaper  owner.  As  a  member  of 
Randall  Family,  LLC,  he  is  chief  operating  officer  for  the  Fredrick  News-Post  and 
FNP  Printing  and  Publishing,  and  also  serves  as  vice  president  and  chairman  of 
the  board.  Randall  and  several  other  family  members  oversaw  the  construction 
of  a  new  building  with  a  state-of-the-art  printing  facility.  As  manager  of  the 
commercial  printing  press  operation,  Randall  oversaw  a  25-fold  increase  in  the 


WHAT  ARE  SOME  UNIQUE  CHALLENGES  TO  RUNNING  A 
FAMILY  OWNED  NEWSPAPER  COMPANY? 

Living  up  to  the  legacy.  My  family  has  been  running  this  business  for  five  gen¬ 
erations  now.  The  employees  and  the  community  rightly  expect  a  lot  from  us.  I 
owe  the  community  a  lot  for  the  generations  of  support  it  has  shown  my  family’s 
business,  and  I  owe  our  employees  a  lot  for  the  hard  work  they  have  been  doing 


Congratulations, 
Amber  and  Michelle! 

Your  leadership 
inspires  us  all. 

^ampa  Bau 

"  tampabay.com 


company’s  commercial  printing  activities  to  the  point  where  commercial  printing 
now  contributes  about  40  percent  of  the  company's  overall  revenue. 

”ln  this  turbulent  time  for  the  industry,  it’s  heartening  to  see  a  fifth-gener¬ 
ation  owner  step  up  to  take  on  the  challenge  of  steering  his  family's  newspaper 
company  into  the  future,"  said  Geordie  Wilson,  publisher.  "Will  brings  a  laudable 
commitment  to  the  community  and  the  journalistic  service  the  News-Post  and 
its  predecessors  have  provided  under  more  than  130  years  of  family  control." 


>  WILLIAM  RANDALL,  34 

Chief  operating  officer ,  Jhe  Frederick  News-Post,  Frederick,  Md. 

EduatkMc  Hood  College,  master  in  business  administration:  University  of  Maryland,  bachelor  of 
science,  business 


WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Ignore  the  naysayers.  I  hear  a  lot  of  industry  veterans  bemoaning  what 
we  as  an  industry  have  lost,  and  I  have  even  observed  some  of  them  recom¬ 
mend  against  working  in  the  business.  No,  our  margins  are  not  as  high  as  they 
once  were.  Yes,  our  business  is  challenging.  But  no,  our  industry  is  not  dying. 

The  physical  newspaper  is  merely  a  vehicle  and  I  firmly  believe  that  there  will 
continue  to  be  a  demand  for  what  we,  as  local  media  companies,  do  well.  The 
vehicle  will  no  doubt  change  and  the  business  model  will  no  doubt  continue  to 
evolve,  and  we  need  a  combination  of  industry  veterans  and  young  professionals 
to  figure  out  how  to  best  navigate  these  uncharted  waters. 
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for  my  family  for  years.  Every  decision  I  make  is  made  \with  the  backdrop  of 
helping  to  ensure  that  our  business  can  continue  to  serve  the  community  and  be 
fair  to  our  employees.  Not  only  are  we  family  owned,  but  we  are  a  single  property 
operation,  which  presents  some  challenges. 


>  LAURA  CRAY,  26 

Digital  media  saies  director,  S3V3nndh  Morning  News,  Savannah,  Ga. 

Eiiuation;  University  of  Kentucky,  bachelor  of  arts,  integrated  strategic  communications  with  an 
emphasis  in  account  management;  dual  degree  in  psychology 


For  Tony  Bernados.  vice  president  of  sales  for  the  Savannah  Morning  News. 
whoever  was  serving  in  the  role  of  digital  media  director  had  to  embrace  change, 
challenge  the  status  quo  and  keep  a  constant  pulse  on  emerging  technologies. 
He  found  all  of  those  traits  in  Laura  Ray. 

"Laura  demonstrates  superior  organizational  skills  and  an  impeccable,  deep 
understanding  of  digital  advertising,"  he  said.  "It 
truly  is  a  luxury  to  have  so  much  confidence  in  the 
person  that  occupies  such  a  critical  and  essential 
role  for  our  company." 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

There  is  no  "secret  sauce"  to  success  in  this 
industry,  in  my  opinion.  However,  there  are  a  few 
things  that  can  undoubtedly  propel  you  in  the  right 
direction  to  be  successful. 

Knowledge  is  power:  Never  stop  learning.  Soak 
up  and  absorb  as  much  as  you  can  in  every  scenario. 
Get  as  much  hands-on  experience  in  all  areas  of  the 
business,  no  matter  how  far  outside  of  your  comfort 
zone  they  may  be.  Circulation,  editorial,  sales, 
production,  they  all  work  simultaneously  to  keep 
the  ship  sailing.  Understanding  those  facets  of  the 
business  will  help  you  evolve  in  your  niche  more  than 


Emily  Reed,  her  husband  Thomas,  and  their  daughters, 
Annalena  (left)  and  Tee-me’  (right) 


>  EMILY  REED,  23 

Advertising  account  manager,  Del  Norte  Triplicate, 

Crescent  City,  Calif. 

EdKrthNt  College  of  the  Redwoods,  associate's  degree,  general  studies 


According  to  Del  Norte  Triplicate  publisher  Cindy  Vosburg, 
during  Emily  Reed’s  first  two  years  at  the  paper,  she  was  cross- 
trained  in  almost  every  position  within  the  advertising  depart¬ 
ment  because  she  showed  “such  an  appetite  for  learning."  She 
rose  through  the  ranks,  starting  at  the  front  counter  working  with 
classified  customers  while  she  finished  school. 

"When  the  opportunity  arose  to  promote  Emily  into  the 
outside  sales  desk,  she  quickly  learned  the  true  success  of  a  good 
sales  person  was  selling  ideas  and  exceptional  follow-through," 
said  Vosburg. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 


you  could  ever  expect. 

Be  ready  for  change:  It  doesn't  take  a  rocket  scientist  to  realize  that  the  world 
of  media  and  information  consumption  is  changing  rapidly.  Immerse  yourself 
in,  and  embrace  the  changes  happening  in  the  industry.  It  can  be  very  easy  to 
find  yourself  in  a  vicious  cycle  of  doing  things  the  way  they  have  always  been 
done.  Don't.  Be  the  change  that  happens  in  your  organization  and  be  open  to  the 
inevitable  changes  that  are  going  to  happen. 

HOW  DO  YOU  DEVELOP  FRESH  IDEAS  IN  DIGITAL  SALES,  ESPECIALLY 
FOR  AN  INDUSTRY  THAT  IS  CONSTANTLY  MOVING? 


Don’t  be  afraid  to  speak  up,  use  your  voice.  Share  your  ideas 
and  express  interest  in  all  the  resources  around  you.  Knowledge 
Is  power.  Understanding  how  different  areas  of  the  newspaper 
tie  in  together  to  make  our  product  is  key.  Don’t  let  your  age  get 
in  the  way.  Be  fearless-have  confidence  in  yourself.  Gain  that 
confidence  by  knowing  your  client’s  needs.  Probing  questions  are 
so  important.  Businesses  love  a  follow  through  on  appointments; 
their  trust  will  take  you  from  the  young  newbie  to  a  sales  person 
with  solid  customer  service. 


Digital  media  has  changed  the  game  for  publishers,  consumers,  advertisers, 
agencies,  and  more.  And  chances  are,  it  will  never  stop  evolving.  We  are  truly  in 
the  infancy  of  this  era.  Coming  up  with  fresh  ideas  in  digital  sales  revolves  around 
one  common  denominator-the  customer.  It's  always  about  the  customer.  What 
do  they  need?  Which  aspects  of  their  business  need  the  most  assistance  in 
ways  that  my  organization  can  influence?  Where  are  their  potential  customers 
consuming  information?  Focusing  your  digital  sales  and  service  model  around 
your  individual  market  and  the  businesses  within  it  wili  keep  you  in  demand  and 
adapting  to  the  needs  of  the  landscape.  It  requires  us  to  do  a  number  of  things 
that  are  not  only  vital  for  creating  fresh  digital  ideas,  but  also  for  being  success¬ 
ful  in  this  industry. 


WHAT  IS  THE  KEY  TO  WORKING  OUTSIDE  SALES  FOR  A  NEWSPAPER? 

The  key  to  working  outside  sales  is  to  be  working  outside  sales.  Go 
see  your  customers.  It  is  important  to  build  relationships  with  the  peo¬ 
ple  you  work  with.  Don't  underestimate  yourself  or  the  community 
you're  in.  Stay  passionate,  and  be  consistent.  Our  job  is  to  sell  ideas, 
services  and  products.  Stay  creative  with  ideas,  catchy  headlines  such 
as  “Show  your  Purse-O-Nality"  for  a  women’s  boutique.  It's  not  al¬ 
ways  easy  being  creative  on  demand  (especially  If  you’re  on  deadline) 
so  again  don’t  forget  to  take  advantage  of  all  your  resources.  Alvrays 
say  yes  and  do  whatever  it  takes. 
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>  BRIAN  ROSSI,  31 

Senior  systems  architect,  Pittsburgh  Post-Gazette,  Pittsburgh,  Pa. 

Eduatkxi:  University  of  Pittsburgh,  bachelor  of  science,  computer  engineering 


In  his  position  as  senior  systems  architect,  Brian  Rossi's  most  recent 
accomplishments  include  a  free  user  registration  for  the  paper's  digital 
products,  conceptualizing  and  leading  a  team  of  engineers  to  develop  the 
Top  App  in  order  to  drive  registrations,  and  leveraging  the  data  warehouse 
via  a  recommendation  engine.  According  to  senior  IT  program  manager  Jill 
Kirsch,  the  data  warehouse  and  free  user  registration  was  a  project  Rossi 
championed  because  he  identified  its  value  and  had  the  vision  to  understand 
the  impact  it  would  have  for  the  Post-Gazette. 

Additionally,  his  work  has  spanned  outside  the  walls  of  the  newspa¬ 
per.  "One  example  is  with  our  content  management  vendor,  Libercus. 
Brian  explained  why  our  company  needed  a  service  API  and  that  other 
publishers  would  be  more  likely  to  purchase  their  software  since  they 
had  a  service  API,”  Kirsch  said.  ‘Brian  is  novj  championing  and  leading 
a  charter  for  (parent  company)  Block  Communications  on  a  common 
platform  for  targeted  advertising,  plus  identity  management.  This  would 
span  across  BCI  whose  portfolio  of  companies  includes  newspaper, 
cable  and  telecom ...  Brian  stays  ahead  of  technology  trends  to  ensure 
the  Post-Gazette  is  a  leader  in  user  experience  and  design  rather  than  a 
follower."  -> 


^ate$maniiAEDiA 

CONGRATULATES 

ANDREA  VICK 

Local  Sales  Manager 
Statesman  Media 
Austin 

STATESMAN  MEDIA  congratulates 
ANDREA  VICK  on  being  named  one  of  Editor 
&  Publisher's  "25  under  35."  Her  outstanding 
leadership,  business  acumen  and  attention  to 
client  service  inspire  us  all. 
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WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

When  searching  for  inspiration,  analyze  wildly  successful  technology  compa¬ 
nies  outside  of  the  newspaper  industry,  Figure  out  why  they're  winning  and  how 
it  applies  to  your  company's  values,  culture,  and  business  models.  Have  ideas 
and  pitch  them  to  the  executive  leadership  of  your  company.  They  may  tell  you 
that  your  ideas  aren't  going  to  come  to  life  right  away  or  ask  you  to  reimagine 
them  a  bit,  but  that's  okay.  Eventually  they'll  give  you  a  chance  to  bring  some  of 
them  to  life.  Have  big  ideas  that  can  be  fulfilled  with  a  series  of  small  wins. 

WHAT  IS  THE  MOST  IMPORTANT,  CURRENT  TECHNOLOGY  TREND 
NEWSPAPER  PUBLISHERS  NEED  TO  KEEP  AN  EYE  ON? 

Leveraging  data  as  an  asset.  Specifically,  exploiting  first  and  second 
party  data  for  predictive  automation,  advertising  and  personalization.  Data 


can  tell  stories,  expose  valuable  insights  and  feed  machines  that  learn. 
Targeted  advertising,  marketing  automation,  personalization  and  predictive 
modeling  all  require  data.  Understanding  customers  and  users  is  paramount 
to  success. 

Since  creating  content  is  core  to  publishers'  purpose,  the  problem 
to  solve  is  how  to  increase  margins  per  piece  of  content  created.  By 
automating  distribution  channels,  companies  can  increase  performance 
metrics  significantly,  giving  users  more  relevant  experiences  that  cause 
them  to  engage,  share  and  purchase  more  frequently.  Personalization  and 
automation  go  hand-in-hand.  It's  not  reasonable  to  think  humans  can  hand 
curate  personalized  experiences  for  millions  of  individual  users:  however, 
machines  happen  to  be  pretty  good  at  it  when  fed  the  right  data.  Therefore, 
I  think  publishers  will  have  to  rely  more  on  semiautonomous  machines  for  a 
competitive  advantage. 


>LIZZSCHUMER,27 

Editor-in-chief,  JfieSun,  Hamburg,  N.Y. 

EduGrtion:  Goddard  College,  master  of  fine  arts,  creative  writing;  St.  Bonaventure  University, 
bachelor  of  arts,  journalism  and  mass  communication 


Under  Lizz  Schumer's  tenure,  The  Sun  changed  from  a  small-format  paper 
into  a  broadsheet,  with  a  new  layout,  larger,  brighter  photos  and  a  renewed 
focus  on  hyper-local,  community  news,  sports,  event  coverage  and  features. 
While  subscription  numbers  had  been  dropping  sharply,  they  have  stabilized  in 
the  past  year  and  are  now  projected  to  stay  steady  as  the  paper  continues  its 
revitalized  presence  in  the  community. 

When  Schumer  started  last  March,  the  paper's  Facebook  page  had  a  couple 
hundred  followers.  Today,  there  are  almost  3,000  and  that  number  grows 
weekly.  She  revamped  the  paper's  social  media  presence  by  hiring  a  reporter 
who  also  shoots  video.  As  a  resuit,  the  average  post  views  have  increased  from 
approximately  100  to  1,000,  with  the  occasional  viral  share.  She  also  instituted 
live-tweeting  during  important  mieetings,  added  video  as  an  online  option,  and 
enhanced  community  interactions  through  a  lively,  consistent  Facebook,  Twitter 
and  online  conversation  with  readers. 


^Lizz  Schumer  with  her  fiance,  Nick  Guy 


Under  Schumer's  leadership,  the  paper  completely  revamped  its  arts 
coverage  with  the  installation  of  the  "Sounds  of  the  Southtowns "  weekly  music 
feature  and  increased  attention  to  local  school  productions  and  their  new  the¬ 
ater-in-residence.  In  response  to  readers'  requests.  Schumer  also  brought  back 

the  "social  news"  page  that  previous 
editors  had  canceled,  started  a 
"Getting  to  Know  'v'our  Neighbor" 
local  business  feature,  and  a  "Your 
Stories"  resident  feature,  which 
profiles  the  interesting  characters 
that  make  up  their  community. 

WHAT  ADVICE  DO  YOU  HAVE  FOR 
OTHER  YOUNG  PROFESSIONALS  IN 
THE  NEWSPAPER  INDUSTRY? 

In  the  newspaper  industry  today, 
it's  important  for  young  journalists 
to  remain  flexible  and  keep  our  skills 
relevant.  It's  not  enough  to  put  out  a  print  product  once  a  day,  once  a  week,  etc. 
We  have  to  be  able  to  communicate  with  our  audience  via  social  media,  video 
and  community  interaction,  as  well.  As  the  editor  of  a  weekly  community  paper. 
I'm  also  a  photographer,  videographer,  social  media  manager,  reporter  and  copy 
editor.  We've  got  to  wear  many  hats  as  the  number  of  heads  in  the  newsroom 
falls.  Young  newspaper  professionals  are  not  just  print  journalists  anymore; 
we  re  multimedia  journalists. 

WHO  WAS  YOUR  FAVORITE  COMMUNITY  “CHARAaER"  FEATURED  IN  “YOUR  STORIES?" 

Small  towns  are  full  of  characters,  but  one  of  my  favorites  is  Norm  Zintz,  who 
started  a  hot  dog  cart  in  the  village  of  Hamburg,  Several  days  a  week  during 
the  summer,  he  rolls  his  cart  up  and  down  Hamburg's  Main  and  Buffalo  streets, 
selling  dogs  and  burgers  to  the  locals  and  mostly,  striking  up  conversation.  If  you 
want  the  scoop  on  what's  going  on  around  town,  Norm's  got  it,  along  with  stories 
of  his  wilder  years  as  a  teen  in  the  1970s,  his  adventures  in  plastics  engineering, 
and  more.  He  also  runs  an  entertainment  and  promotion  company  in  the  area  in 
his  spare  time  and  is  just  a  fascinating  guy.  He  said  he  started  his  cart  because 
his  doctor  told  him  to  exercise,  and  he  hates  running,  a  motivation  that's  stuck 
with  me  since  we  talked  over  "dogs  with  the  works"  about  a  year  ago. 


Young  newspaper 
professionals 
are  not  just 
print  Journalists 
anymore;  we're 
multimedia 
journalists. 
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>  JOHN  SLOAN,  31 

Growtix  senior  vice  president  and  general  manager,  Deseret  News/Salt  Lake  Tribune, 
Salt  Lake  City,  Utah 
Education:  East  High  School 


John  Sloan  has  worked  for  the  Deseret  News/ Salt  Lake  Tribune  since  he  was  21.  He  started 
as  a  digital  programmer,  was  promoted  to  director,  then  to  vice  president,  and  today  is  senior 
vice  president  and  general  manager. 

In  2007,  Sloan  developed  internal  systems  to  replace  more  than  $1  million  in  annual  recurring 
fees.  In  2008,  he  launched  a  successful  event  called  GEEX  (gaming  and  electronics  expo).  In  2009, 
he  developed  and  implemented  a  freedom  of  speech  website  called  Utah's  Right  which  exceeded  1 
million  page  views  within  six  months.  In  2010,  he  developed  a  state-wide  legal  notice  site  that  was 
applauded  by  key  state  legislators:  his  website  reversed  a  law  that  eliminated  legal  notices  from 
print  newspapers.  In  2011,  he  personally  built  iPhone  and  iPad  apps  for  the  newspapers,  driving  huge 
growth  in  app  downloads.  Then,  in  2014,  he  created,  developed  and  launched  GrowHx,  a  national 
event  management  and  ticketing  system.  In  its  first  12  months,  GrowTlx  has  supported  56  events, 
processed  260,000  tickets,  taken  in  $7.6  million  in  revenue,  and  generated  $320,000  in  service  fees 
for  the  newspaper. 

It's  no  wonder  Utah  Media  Group  president  and  CEO  Brent  Low  called  Sloan  "a  self-made 
visionary,  natural  leader  and  innovator  in  the  newspaper  business.” 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG  PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Don't  let  the  history  of  our  industry  define  the  future.  Think  independently  of  traditional 
models  when  it  comes  to  consumer  behavior  because  we  live  in  an  on-demand  society  where 
you  are  now  very  much  a  choice.  Social  media  is  the  homepage  and  launchpad  for  most  of  your 
audience,  and  they  are  vocal  and  involved.  If  you  are  not  having  a  two  way  discussion  with  your 
audience,  you  are  doing  it  wrong.  Our  industry  has  been  greatly  disrupted  in  the  10  years  I  have 
taken  part,  so  look  for  opportunities  to  be  the  disrupter.  Leverage  the  trusted  brand  you  work 
for  to  create  unique  products,  events,  audiences  and  try  new  ideas.  It  is  a  prime  time  to  rein¬ 
troduce  the  newspaper  industry  to  an  evolving  digital  society-find  a  way  to  connect  with  your 
audience,  and  if  you  fail-try  again.  Most  great  things  happen  by  accident  or  through  iteration. 

IF  YOU  HAD  TO  LIVE  WITH  ONLY  THREE  MOBILE  APPS,  WHICH  ONES  WOULD  THEY  BE  AND  WHY? 

Facebook,  because  I  am  constantly  connected  from  a  social  perspective  with  people  I  love, 
work  with,  and  work  for.  Reddit-Alien  Blue,  because  second  to  Facebook,  this  is  a  social  distri- 


John  Sloan  (left)  and  his  brother,  Jeff 


bution  engine  of  a  large  variety  of  information.  $taying  on  top  of 
topics  and  general  information  on  a  daily  basis  is  why  I  love  Red- 
dit.  $potify,  because  as  a  music  lover  and  developer,  the  need  to 
have  a  wide  music  library  on  hand  wherever  I  am  is  crucial. 


We  Congratulate 
Our  Editor  Blake  Stubbs 

For  his  selection  as  one  of  Editor  &  Publisher’s  “25  Under  35” 

We've  known  for  13  year.s  what  an  exceptional  newspaper  professional  he  is,  and  we  are 
.so  proud  he  has  earned  this  national  honor.  Don 't  even  think  about  tr^'inf;  to  hire  him. 

The 

A  locally-owned  newspaper  ser\'ing  5.0(X)  readers  in  13  communities  in  Northwest  Iowa 

www.movillerecorcl.com  MOVILLE,  Iowa  712-873-3141 
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>  MICHELLE  STARK,  27 

Food  editor,  Tampa  Bay  Times,  St.  Petersburg,  Fla. 
Educatioa:  University  of  South  Fiorida,  bachelor  of  arts,  mass 
communications  and  international  relations 


Michelle  Stark  began  her  career  at  the  Tampa 
Bay  Times  as  a  copy  editing  intern  five  years  ago. 
After  graduating  from  college,  she  became  a  full¬ 
time  staff  member  in  2011,  where  she  worked  in 
the  features  department,  and  designed  and  edited 
the  daily  2B  entertainment  page.  In  2013,  Stark 
began  writing  about  television  for  the  paper  and 
online.  She  also  helps  with  the  Things  to  Do  social 
media  accounts  and  edits  the  paper's  Things  to  Do 
site.  In  addition,  she  writes,  assigns,  selects  and 
edits  stories  for  the  weekly  Taste  section  in  print, 
and  creates  new  recurring  features  for  the  Taste  rotation,  in  print  and  online. 

Jeanne  Grinstead,  deputy  managing  editor,  described  Stark  as  "digitally  savvy."  Her  plans  include  put¬ 
ting  food  content  into  short,  instructive  videos,  particularly  ones  that  are  easy  to  share  on  social  media. 

"(Michelle)  wants  to  expand  the  print  and  digital  audience,  bringing  a  fresh  eye  to  how  we  gather, 
display  and  promote  food  content,"  Grinstead  said.  "She  plans  to  take  steps  to  involve  our  audience  more 
in  the  content  and  attract  a  new  generation  of  foodies  to  the  Times." 


WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG  PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Embrace  opportunity  and  make  potentially  challenging  situations  work  to  your  advantage.  Diversify 
your  skills,  and  always  be  eager  to  learn  and  take  on  tasks  even  if  you've  never  done  them  before.  This 
industry  is  in  need  of  fresh,  innovative  ideas,  so  be  confident  in  yours  and  don't  be  afraid  to  push  people 
out  of  their  "that's  how  it's  always  been  done"  mindsets. 

IF  YOU  COULD  ONLY  EAT  ONE  FOOD  FOR  THE  REST  OF  YOUR  LIFE,  WHAT  WOULD  YOU  CHOOSE  AND  WHY? 

Cheese  (goat,  Cheddar,  Gouda,  Brie-the  list  goes  on),  preferably  with  a  side  of  crusty  bread.  Anyone 
who  knows  me  knows  I'm  a  carb  fanatic,  and  I'd  take  a  good  cheese  plate  with  its  opposites-attract  pair¬ 
ings  over  most  dishes  any  day. 


>J0SHSWEIGART,34 

Investigative  team  reporter,  Deyton  Daily  News 
Dayton,  Ohio 

Eduatioii:  Wright  State  University,  bachelor  of  arts,  mass 
communications 


Josh  Sweigart  has  been  part  of  Cox  Media  Group 
since  2007.  In  2011,  he  joined  the  group's  investiga¬ 
tive  team  and  has  since  won  several  writing  awards 
for  his  work.  His  investigative  reporting  of  the 
Veterans  Administration  and  medical  malpractice 
claims  in  2014  garnered  national  attention  and  was 
cited  by  national  news  outlets  prior  to  the  fallout 
from  lengthy  wait  times  at  VA  medical  clinics.  He 
wrote  50  in-depth  A1  stories  last  year,  many  on 
issues  affecting  veterans. 

According  to  Brian  Kollars,  investigative  team 
manager,  Sweigart  has  also  fully  embraced 
the  group's  mission  to  deliver  quality  cross¬ 
platform  content  for  newspaper,  television, 
radio,  and  online.  "His  primary  duties  are  in  print, 
but  it's  not  unusual  to  see  him  editing  video 
or  recording  spots  for  radio,"  he  said.  "Josh 
constantly  looks  for  ways  to  upgrade  his  skills 


24  pages  each  week. 

"In  a  time  of  pessimism  for  our  industry, 
Blake's  optimistic  contribution,  (his)  confident, 
positive  outlook,  and  his  love  for  the  profession 
sets  him  apart  and  makes  him  a  perfect  leader  for 
the  future, "  said  Kent  Baker,  publisher  of  Baker 
Newspapers,  Inc. 


>  BLAKE  STUBBS,  34 

Editor,  The  Record,  Moville,  Iowa 
Eduation;  Northwestern  College,  bachelor  of  science,  com¬ 
munications 


Since  college,  Blake  Stubbs  has  always  been 
involved  with  newspapers.  As  a  student,  he  covered 
sports  and  worked  weekends  writing  and  editing  for 
the  Moville  Record.  He  joined  the  paper  full-time 
in  2003  after  graduating.  He  rose  in  ranks  from 
reporter  to  sports  editor,  news  editor  and  became 
editor  in  2009. 

In  2014,  the  Moville  Record  was  purchased 
and  consolidated  with  three  other  community 
newspapers  and  changed  its  name  to  the  Record. 
The  weekly  newspaper  with  a  circulation  of  1,300 
now  served  13  northwest  Iowa  communities  with  a 
combined  circulation  of  2,500.  Stubbs  was  largely 
responsible  for  redesigning,  developing  and  produc¬ 
ing  the  new  newspaper.  Since  the  consolidation,  the 
paper  has  grown  in  circulation  and  is  producing  16  to 


WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Don't  give  up  on  the  printed  newspaper.  It's  true 
that  the  industry  has  to  take  advantage  of  new 
technology  to  remain  relevant,  but  the  printed  paper 
will  always  have  its  place.  You  can't  put  a  Facebook 
post  on  the  refrigerator,  and  there  are  no  Tweets  in 
a  scrapbook. 

WHERE  DOES  YOUR  PASSION  FOR  JOURNALISM  COME 
FROM,  AND  HOW  DO  YOU  KEEP  YOUR  STAFF  MOTIVATED 
WHEN  TIMES  ARE  TOUGH  IN  THE  INDUSTRY? 

I  enjoy  the  opportunity  to  celebrate  others' 
accomplishments.  One  of  the  main  objectives  of  a 
community  newspaper  is  to  be  an  advocate  for  its 
town  and  highlight  its  positives  and  the  positives 
of  its  people,  it  is  still  a  big  deal  for  someone  to  see 
their  photo  in  the  paper  or  have  a  story  written 
about  them,  so  being  able  to  have  that  impact  is 
exciting,  I'm  fortunate  to  work  with  others  who 
are  also  committed  to  the  community,  want  to  see 
it  succeed  and  are  motivated  to  play  a  role  in  that 
success. 
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V\fe-deliver 


The  Hutchinson  News 


sharpened  pencil  with  you  in  winter,  because  pens 
suck  in  the  cold, 


HOW  IMPORTANT  DO  YOU  THINK  IT  IS  FOR 
A  YOUNG  JOURNAUST  TO  BE  A  JACK-OF- 
ALL-TRADES  IN  TODAY'S  INDUSTRY? 

Modern  tools  have  made  it  possible  to  tell  stories 
like  never  before,  and  journalists  should  attempt 
to  harness  every  tool  at  their  disposal.  You  may 
have  strength  in  a  certain  area,  such  as  writing  or 
photography,  but  you're  selling  yourself  short  if  you 
don  t  make  an  effort  to  harness  every  storytelling 
tool  available.  The  best  stories  I've  seen  usually  In¬ 
volve  some  data  analysis,  quality  writing,  engaging 
photography  and  audio/video,  and  elegant  online 
presentation,  including  data  visualization.  In  today's 
newsroom,  resources  for  each  of  these  elements 
are  stretched  thin.  So  if  you  v/ant  your  stories  to 
shine,  you  may  have  to  do  much  of  this  your¬ 
self.  If  you  can  do  that,  other  opportunities  open  up 
to  you.  I  work  in  a  converged  newsroom,  where  our 
newspapers,  television  station,  radio  station  and  all 
of  their  websites  work  together.  I  have  seen  report¬ 
ers  who  never  considered  careers  outside  of  their 
specialty  blossom  In  new  roles. 


connect  with  our  audience  in  ways  more  powerful 
than  ever  before;  harness  that,  embrace  it,  and  don't 
be  afraid  to  create  journalism  unlike  anything  ever 
seen.  While  the  outlook  of  the  industry  is  daunting 
at  times,  remember  that  the  product  of  newspa¬ 
pers  isn  t  paper;  it's  meaningful  content.  And  with 
today  5  technology  we  can  reach  our  audience  with 
more  engaging  stories,  more  targeted  advertising 
and  a  generally  more  powerful  product  than  ever 
before.  Never  compromise  your  ethics.  And  keep  a 


and  has  introduced  our  newsroom  to  Document- 
Cloud,  interactive  maps  and  QR  codes.  He's  ca¬ 
pable  of  producing  his  own  graphics  and  doesn't 
hesitate  to  offer  advice  to  other  reporters,  who 
oftentimes  seek  out  his  expertise. 


WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Be  bold.  Take  chances.  TTie  rulebook  has  been 
thrown  out.  and  new  tools  allow  us  to  tell  stories  and 


Congratulations  Sara 

on  being  chosen  one  of  the  25  Under  35! 
We  are  proud  of  you  and  appreciate 
the  great  work  you  do. 

~From  your  colleagues  at  The  Hutchinson  News~ 


Congratulations  to  all  of  the  25  under  35 
winners,  including  our  own  Brian  Rossi. 


Pittsburgh  Post'l^azettc 


>  MATT  TELL  34 

Recruitment  advertising  manager,  ihe  Atidntd  Journal-Constitution,  Atlanta,  Ga. 
Educatiofl:  Georgia  Institute  of  Technology,  bachelor  of  science,  management 


As  recruitment  advertising  manager.  Matt  Teli  manages  $3  million  a  year  in  total  digital 
advertising  and  on  his  watch,  the  Atlanta  Journal-Constitution  has  been  the  top  Monster, com 
partner  in  total  revenue  for  three  years  running,  exceeding  S1.7  million  in  2014. 

"Matt  has  a  firm  handle  on  his  recruitment  business  and  has  one  of  the  sharpest  business 
minds  on  our  sales  management  team,"  said  vice  president  of  sales  Eric  Myers.  “He  leads  the 
pack  understanding  the  details  of  his  business,  staying  ahead  of  changing  market  conditions 
and  making  adjustments  quickly  as  needed  to  stay  relevant  in  the  marketplace." 

In  the  four  years  since  the  paper's  inception  of  its  Top  Workpiaces  event,  Teii  has  grown 
revenue  by  36  percent  and  wili  eclipse  $225,000  this  year.  Going  into  its  tenth  year.  Celebrat¬ 
ing  Nurses  honors  extraordinary  local  nurses  and  through  strategic  planning  and  maximizing 
sponsorship  opportunities,  Teli  has  grown  revenue  over  the  past  five  years  by  57  percent  and 
is  projecting  2015  revenue  at  $305,000. 

"(Matt)  was  a  master  seller  himself  and  has  been  able  to  make  that  rare  transition  to 
master  sales  coach,"  Myers  said. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG  PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Be  proud  of  your  organization  and  of  what  you  do.  Newspapers  have  a  unique  opportu¬ 
nity  to  cover  local  stories  and  provide  investigative  journalism  like  very  few  others  can.  Our 
communities  rely  on  us  to  keep  them  informed,  and  local  newspapers  are  the  credible  source 
for  this  information.  Future  investment  in  our  industry  is  in  the  digital  form,  but  the  journalism 
that  our  properties  produce  transcends  the  medium  at  which  it  was  intended  to  be  consumed. 
Know  your  business  like  no  one  else  does,  be  the  expert  in  your  space,  and  find  your  style  and 
own  it.  And  the  best  piece  of  advice  I've  ever  been  given  and  I  will  continue  to  pass  on:  elevate 
yourself  by  elevating  others. 

IF  YOU  COULD  RECRUIT  ANYONE  TO  COME  IN  AND  COACH  YOUR 
SALES  TEAM,  WHO  WOULD  IT  BE  AND  WHY? 

Without  question,  I  would  recruit  Hall  of  Fame  baseball  manager  Bobby  Cox  to  come  in  and 
coach  my  sales  team.  Bobby  led  the  Atlanta  Braves  to  14  consecutive  division  championships, 
a  feat  that  will  likely  never  be  repeated.  He  was  also  known  around  the  league  as  a  "player's 
manager,”  who  would  do  anything  to  protect  his  team  and  players,  even  if  it  meant  being 
ejected  from  games  more  than  any  other  manager  in  major  league  history.  He  is  a  motivator, 
a  mentor  and  a  teacher,  I  treat  sales  a  lot  like  the  game  of  baseball.  Each  team  needs  its  role 
players,  one  can  have  a  bad  day  and  can  come  back  the  next  and  try  again,  and  I  push  my  team 
to  play  hard  all  the  way  until  the  end  of  the  game. 


>  ALLEN  VAUGHAN,  35 

Consumer  experience  director,  Springfield News- 
Leader,  Springfield,  Mo, 

Education:  Northeastern  University,  master  of  journalism;  Drury 
University,  bachelor  of  arts,  business  administration 


Even  though  Allen  Vaughan  left  the  Springfield 
News-Leader  in  2009  to  start  his  own  digital 
magazine,  he  returned  five  years  later  as  digital  edi¬ 
tor  and  brought  back  with  him  a  host  of  new  ideas. 
He  quickly  moved  up  to  one  of  the  top  spots  in  the 
newsroom  as  consumer  experience  director  where 
he  now  oversees  all  production  and  community 
engagement. 

Executive  editor  Paul  Berry  said,  "Vaughan's 
effect  on  current  news  operations  has  been  sub¬ 
stantial.  He's  increased  reader  interaction  through 
social  and  commenting  channels,  working  to  create 
lively,  meaningful  engagement  with  readers.  He's 
also  pushed  for  greater  community  engagement 
from  our  news  staff  on  social  and  in  person." 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Be  disruptive,  take  some  risks  and  never  stop 
learning.  Learn  how  to  do  things  that  make  you 
uncomfortable.  If  you're  great  with  words,  pick 
up  a  camera  and  learn  some  photoshop  tricks.  If 
you're  great  with  photos,  learn  how  to  write  better. 

I  believe  everyone  in  the  journalism  industry  should 
know  how  to  come  up  with  a  story  idea,  report  it, 
conceive  it,  use  digital  CM$  to  enhance  it,  use  social 
media  to  spread  the  word  and  understand  what  that 
piece  of  content  does  for  your  business. 

WHAT  MADE  YOU  COME  BACK  TO  THE  SPIUMBFIELD 
f/EW5-L£ADER,  AND  WHAT  SKILLS  DID  YOU 
BRING  WITH  YOU  TO  HELP  THE  NEWSPAPER? 

Advertising  sales  had  plateaued  and  we  were 
looking  to  diversify  revenue  streams  with  events, 
subscription  models,  etc.  Every  day  was  challenging. 
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Allen 
Vaughan 
with  wife 
Danell  and 
daughters 
Charlotte 
and  Lila 


and  we  were  spending  a  lot  of  time  and  energy 
trying  to  keep  ourselves  afloat.  A  friend  of  mine 
at  the  News-Leader  reached  out  and  said  there's 
a  job  that  would  be  perfect  for  me.  I  didn't  ever 
want  to  leave  newspapers,  but  they  were  clearly 
not  interested  in  speaking  to  my  generation  (in 
2009).  I  never  thought  I'd  go  back.  So  when  I  heard 
they  were  not  only  interested  in  reaching  the  audi¬ 
ence  I  had  been  building,  but  wanted  to  put  (parent 
company)  Gannett's  resources  behind  it,  it  seemed 
like  the  right  place  at  the  right  time. 

As  for  skills,  I  stumbled  upon  the  thing  that 
helped  me  the  most:  understanding  how  to  run  a 
business.  It  gave  me  a  perspective  I  would  have 
never  understood  otherwise.  Not  only  was  I  un¬ 
leashing  creative  content  in  an  engaging  way,  but  I 
was  also  head  accountant/janitor/sales  manager. 
It  made  me  excel  at  time  management  and  helped 
me  see  things  in  the  world  differently:  the  politics 
of  everyday  life,  how  the  business  side  and  the 
editorial  side  blend,  and  what  work  ethic  really  is, 
just  for  starters.  I  reference  audience  a  lot.  That's 
because  they  are  the  ultimate  scoreboard.  If  you 
build  an  audience,  the  dollars  will  come. 


>  ANDREA  VICK,  32 

Local  sales  manager,  Austin  Amicdn-Statesmn 
Austin,  Texas 

EintiN:  lexas  State  University,  bachelor  of  arts,  pubk 
relations 


Andrea  Vick  is  a  10-year  veteran  of  the  news¬ 
paper  industry.  Vice  president  of  advertising  Scott 
Pompe  described  Vick  as  "the  consummate  sales 
professional,"  who  rose  through  the  sales  ranks  at 
the  Austin  American-Statesman. 

"As  the  top  salesperson  for  our  property, 
she  represented  Austin  at  the  Cox  Media  Group 
President's  Cup  in  2012  and  2013,"  Pompe  said. 
"Andrea  was  promoted  to  sales  manager  in  2014. 
She  is  innovative,  smart  and  customer  focused." 


Last  year,  Vick  led  a  hyperlocal  project  to  expand 
community  penetration  and  has  spearheaded  a 
transactional  data  driven,  research-  first  initiative 
to  earn  client  business,  resulting  in  $750,000  for 
2015. 

WHAT  ADVICE  DO  YOU  HAVE  FOR  OTHER  YOUNG 
PROFESSIONALS  IN  THE  NEWSPAPER  INDUSTRY? 

Be  proud  of  your  industry  and  your  role  in  shap¬ 
ing  it.  There  is  no  one  else  that  can  say  they  produce 
a  new  product  each  and  every  day,  and  deliver  to 
more  households  than  any  other  local  news  source. 
We  provide  a  great  service  to  our  subsaibers  and 
advertisers  with  our  products,  and  even  as  we 
evolve  as  an  industry,  that  will  not  change,  just 
adapt  and  evolve  as  well.  Embrace  it  and  you  will 
do  well. 

WHAT  HAS  BEEN  THE  GREATEST  CHALLENGE  IN  YOUR 
POSITION,  AND  HOW  DID  YOU  OVEKOIE  IT? 

My  greatest  challenge  stepping  into  manage¬ 
ment  was  having  colleagues,  who  had  been  my 
peers  on  the  sales  staff  for  the  past  nine  years, 
now  reporting  to  me.  It  has  taken  some  getting 
used  to  for  all  of  us-as  it  is  tricky  to  take  the 
"friend”  hat  off  and  put  the  manager  hat  on 
during  difficult  discussions,  but  I  have  learned  a 
lot  during  the  last  10  months  and  made  a  lot  of 
progress  in  gaining  respect  as  a  manager.  How¬ 
ever,  although  it  is  challenging,  it  also  provides 
some  of  the  best  wins  to  see  the  sellers  you 
worked  beside  previously  and  competed  against 
internally  succeeding  and  hitting  their  goals. 

I  have  always  been  a  competitor  at  heart  and 
wasn't  sure  that  I  would  get  that  same  satisfac¬ 
tion  from  wins  if  they  weren't  “mine,"  but  I  was 
wrong.  Some  of  the  best  wins  I  have  been  a  part 
of  have  been  those  that  my  team  has  brought  in. 
and  there  is  nothing  like  it.  ■ 
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Clark  G.  Gilbert,  president  and 
CEO  of  Salt  Lake  Cit^'^’s  Deseret  News 
and  Deseret  Digital  Media,  has  been 
named  named  as  the  l6th  president 
of  Brigham  Young  University-Idaho. 
l^rior  to  being  named  CEO  of  Deseret 
Digital  Media  in  2009  and  Deseret 
News  Publishing  Co.  in  2010,  Gilbert 
ser\'ed  as  an  associate  academic  rice 
president  at  BYU-Idalio,  where  he 
oversaw  the  universiri's  online  learn¬ 
ing  and  distance  education  initiatives. 


Scott  Angus  has  retired  after  more 
than  36  years  with  The  Gazette  of 
.Janesville,  Wis.  The  last  25  he  sen'^ed 
cis  the  paper’s  editor.  Angus  started 
at  the  Gazette  as  a  reporter,  and  was 
promoted  to  cit>^  editor,  news  editor 
and  managing  editor  before  being 
named  editor  in  1990.  He  sensed  two 
terms  on  the  board  of  direetors  of  the 
Associated  Press  Managing  Editors 


and  Wcis  president  of  the  Wisconsin 
AP  Editors  Association.  Sid  Schwartz, 
local  news  editor  since  2005,  succeeds 
him.  Schwartz  joined  The  Gazette  in 
1990  as  education  reporter  and  later 
was  police  and  courts  reporter. 

Guardian  Media  Group  has  an¬ 
nounced  that  chief  executive  An¬ 
drew  Miller  will  step  down  in  June 
after  nearly  five  years  of  heading 
the  company.  Miller,  who  became 


chief  executive  in  July  2010,  over¬ 
saw  a  business  reorganization  that 
included  a  significant  expansion  in 
digital  media  distribution,  a  grow¬ 
ing  international  presence,  and  an 
asset  restructure.  Miller  joined  GMG 
as  chief  financial  officer  in  2009. 
Before  that,  he  serv^ed  as  the  chief 
financial  officer  at  Trader  Media 
Group  for  six  years. 


Jeannie  Parent  has  been  promoted 
to  publisher  of  Digital  First  Media’s 
Michigan  region  of  properties.  'Die 
company  operates  four  daily  media 
properties  along  with  30  weeklies 
across  the  state.  Parent  most  recently 
serv'ed  as  senior  vice  president  of  sales 
for  Digital  First  Media  Corporate  Divi¬ 
sion  and  brings  more  than  25  years  of 
international  experience  in  the  media 
business. 

Puzzleflow  Media 
Technologies  has 
announced  Ramsay 
McAllan  has  joined 
the  company  to 
pand  its  portfolio  of 
r  ‘wKir  ,,  ^  clients  in  European 
^  '  and  international 

markets.  McAllan  has  more  than  17 
years  experience  in  sales,  business 
development  and  customer  relations, 
and  previously  represented  OneVision 
Software  for  more  than  sev'en  years 
where  he  was  sales  and  business 
development  manager  in  international 
markets.  Prior  to  that,  McAllan  held 
various  positions  at  the  Farningham 
Printing  Group. 

Columnist  Violet  Spevack  has  retired 
after  nearly  50  years  with  the  Cleve¬ 
land  Jewish  News.  Spevack,  98,  is  be¬ 
lieved  to  have  written  one  of  the  lon¬ 
gest,  continuously  published  weekly 
columns  in  the  country.  She  began  her 
“Cavalcade”  column  on  March  5, 1965, 
just  six  months  after  the  newspaper 
was  founded.  She  has  written  some 
2,500  columns  as  well  as  hundreds  of 
feature  stories  on  prominent  Cleve¬ 
land  leaders  and  national  celebrities. 
She  was  elected  into  the  Press  Club  of 
Cleveland  Journalism  Hall  of  Fame  in 
2013. 

Lisa  Valentine  has  been  named  editor 
of  the  View  Neighborhood  Newspa¬ 
pers,  the  community  papers  owned 
by  the  Las  Vegas  Review-Journal. 
Valentine  has  been  with  the  Review- 
.Toumars  weekly  community  newspa- 


Joycelyn  Peter  Kendall  Colin  McMahon  Marcia  Lythcott  Margaret  Hoit 

Winnecke 


The  Chicago  Tiibune  has  rejiggered  its  top  editorial  management.  Joycelyn 
Winnecke,  formerly  associate  editor  of  the  Tribune,  has  been  promoted  to  pres¬ 
ident  of  Tribune  Content  Agency,  the  syndication  arm  of  Tribune  Publishing. 
Additionally,  the  Tiibune  named  27-year  newsroom  veteran  Peter  Kendall  as 
managing  editor,  and  Colin  McMahon,  a  28-year  Jnftwnc  veteran,  as  associate 
editor.  Marcia  Lythcott  was  named  to  the  newly-created  position  of  commen- 
lar>'  editor,  while  Margaret  Holt  has  been  named  standards  editor. 
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Mariel  Garza  has  joined  the  Los  Angeles  Times  as 
a  member  of  the  editorial  board.  Most  recently, 
Garza  served  as  deputy  editorial  page  editor  of 
the  Sacramento  Bee  and  is  a  former  editor  of 
the  editorial  pages  of  the  LA.  Daily  News  and 
Los  Angeles  News  Croup.  She’s  been  recognized 
with  several  awards  from  the  California  Newspa¬ 
per  Publishers  Association.  L.  A.  Press  Club  Eind 
American  Society  of  Business  Press  Editors. 


editorandpubli5her.com 


NewsPeople 


pers  for  eight  years. 
Prior  to  joining  the 
View  staff  as  a  copy 
editor,  ^^alentine  was 
a  general  assign¬ 
ment  reporter  for  a 
weekly  newspaper  in 
Michigan. 

Jack  Foley  has  been  named  editor 
of  the  Gilroy  (Calif.)  Dispatch.  Foley 
previously  worked  for  the  San  Jose 
Mercury  News  for  20  years,  and  has 
covered  Gilroy  for  much  of  his  30-year 
career.  Most  recently,  he  worked  as  a 
public  affairs  officer  for  NASA’s  Ames 
Research  Center,  and  was  a  citizen 
commissioner  on  Gilroy’s  open  gov¬ 
ernment  commission,  advocating  for 
increased  transparency  regarding  the 
reletise  of  information  to  the  public. 

Lora  Cicalo,  the  Al  editor  of  U-T Sa?2 
Diego,  hcis  been  promoted  to  manag¬ 
ing  editor.  Cicalo  will  continue  to  over¬ 
see  production  of  the  daily  newspaper. 
Cicalo  joined  the  then-named  San 
Diego  Tribune  in  1987  as  a  copy  editor 
but  quickly  was  promoted  to  higher- 
level  positions,  including  news  editor, 
senior  editor  for  new,  and  managing 
editor/ news.  She  has  been  in  her  most 
recent  job  as  Al  editor  for  the  past  four 
years,  overseeing  the  newspaper’s  sec¬ 
tion  editors,  wire  editors,  and  quality 
editors. 

Lee  Enterprises, 

Inc.  has  announced 
the  appointment  of 
two  \ice  presidents: 
Nathan  E.  Bekke, 
group  publisher  and 
publisher  of  Casper 
Star-Tribune  Com¬ 
munications,  \vill 
move  to  the  corpo¬ 
rate  office  as  tyce 
president — consumer 
sales  and  marketing. 
John  M.  Humenik, 
president  and 
publisher  of  the  Wis¬ 


consin  State  Journal  and  president 
of  Madison  Newspapers  Inc.,  \vill 
become  tyce  president— news.  Two  x 

tTeri  Hayt  has  been 
named  executive  di¬ 
rector  of  the  Ameri¬ 
can  Society  of  News 
Editors,  making  her 
the  first  woman  to 
hold  this  position  in 
its  93-year  history. 

She  succeeds  Amie  Robbins,  who  an¬ 
nounced  he  w'ould  step  down  but 
plans  to  stay  on  through  October  to 
help  ^vith  the  transition. 


Pete  WeMirski  has  been  named 
executive  editor  of  the  Visalia  Times- 
Delta  and  Californian  News  Groups. 
We\airski  had  been  interim  execu¬ 
tive  editor  of  the  Visalia  Times-DeT 
ta.  and  Tulare  Advance-Register  since 
.lime  and  managing  editor  of  The 
Salinas  Californian  since  December 
2012.  He  also  oversees  the  websites  of 
both  groups  and  specialty  publications 
Off  68  and  El  Sol  in  Salinas. 

Donna  Rogers 
has  been  named 
managing  editor  of 
the  Winston-Salem 
(N.C.)  Chronicle. 

\  She  replaces  Ke\dn 

Walker,  who  had 

■  been  -with  the  paper 

for  the  past  16  years.  Rogers  has  been 
with  the  paper  since  the  end  of  2014 
as  copy  editor.  She  has  wnrked  at 
new^spapers  in  the  South  and  Midwest. 
In  2006,  she  w'^as  named  a  McCormick 
Fellow. 


Presstek,  LLC,  proiider  of  eco-ffiendly 
printing  solutions,  has  announced 
several  appointments  in  its  sales 
organizations.  Giampaolo  Zani,  John 
Piccarreto,  and  Simon  Cosh  have 
all  been  appointed  as  sales  manag¬ 
ers.  Zani  is  responsible  for  leading  the 
market  launch  and  sales  growth  of  the 
Zahara  waterless  plate  in  the  EAMER 
region.  Piccarreto  will  be  responsible 
for  expanding  Presstek’s  sales  growth 
for  the  Zaliara  waterless  plate  product 
and  overseeing  relationships  with 
dealers  across  the  entire  western  half 
of  the  U.S.  and  Canada,  Cosh  is  re¬ 
sponsible  for  expanding  and  leading 


Presstek  D1  digital  offset  press  sales 
efforts  across  the  U.K,  and  Western 
Europe  through  direct  and  distribu¬ 
tion  channels. 

Nathan  Edwards, 
former  vice  president 
of  sales  for  Au¬ 
gusta  Chroniele,  has 
been  named  general 
manager  for  the  Hat¬ 
tiesburg  {yiiss.) 
American.  Edwards 
started  his  career  in  Web  design  and 
networking.  In  2014,  the  Southern 
New^spaper  Publishers  Association 
chose  Edwards  as  part  of  its  NextGen 
program,  wtyich  is  designed  for  up- 
and-comers  w^ho  represent  what  the 
future  of  newspaper  executives  will 
be. 

George  H.  Cogswell  III  has  been 
promoted  as  one  of  four  vice  presi¬ 
dents,  regional  publishers  of  the  new 
Journal  Media  Group.  Cogswell  will 
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Printi^s' Service  (Frisco)  has  appointed 

White  senior  vice  president  of  s^dai  ^ 
for  Nor&  Ameica.  White  recently  held  ... 
the  position  of  vice  president  of  sales  for*^ 
PriscoDigitaL  He  came  to  Frisco  with  inore 
than  years  of  experience  in  consumables 
and  wide-format  imaging. 
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continue  his  duties  as  president  and 
publisher  of  the  Commercial  Appeal  in 
Memphis,  Tenn.  and  also  oversee 
publishers  of  newspapers  in  Ventura, 
Calif.,  Redding,  Calif.,  and  Kitsap, 
Wash.  Cogswell  joined  the  Commer¬ 
cial  Appeal  in  June  2012  from  the 
Ventura  County  Star  in  southern  Cali¬ 
fornia,  where  he  sensed  as  president 
and  publisher  for  five  years. 

■  Jim  Santori,  pub¬ 
lisher  of  The  Manka¬ 
to  (Minn.)  Free 
Press,  has  retired 
after  nearly  40  years 
in  journalism.  San¬ 
tori  spent  27  years 
with  Lee  Enterprises 
and  the  past  12  years  with  Community 
Newspaper  Holdings  Inc.,  the  parent 
company  of  the  Free  Press.  He  has 
worked  at  seven  newspapers  during 
his  career  and  spent  15  years  work¬ 
ing  in  newsrooms  before  mo\ing  into 
marketing  and  then  management.  He 
became  publisher  of  the  Free  Press  in 
February  2007. 

Ray  Holley  has  been 
hired  as  managing 
editor  at  Sonoma 
West  Publishers, 
owner  of  California 
papers,  the  Sonoma 
West  Times  &  News, 
Cloverdale  Reveille, 
Windsor  Times  and  Healdsburg  Tri¬ 
bune.  Holley  succeeds  Kerrie  Lin- 
decker.  Pre\aously,  Holley  served  in 
the  Tribune's  newsroom  as  a  reporter 
and  editor  from  1.998  to  2005.  After 
leawng  the  paper,  Holley  led  his  own 
consulting  relations  firm. 

Rick  Green  has 
been  named  presi¬ 
dent  and  publisher 
of  the  Cincinnati 
Enquirer.  Green 
succeeds  Margaret 
Buchanan,  who 
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has  retired.  In  his  new  role.  Green 
wll  also  ser\'e  as  regional  president  of 
Gannett  U.S.  Community  Publishing 
Ohio.  Most  recently.  Green  sensed  as 
publisher  of  The  Des  Moines  Register 
since  August  2013,  and  before  that,  as 
the  paper’s  vice  president  and  editor. 
Before  joining  the  Register,  Green 
sensed  as  executive  editor  at  The 
Desert  Sun  in  Palm  Springs,  Calif.; 
reporter  for  the  Chillicothe  Gazette  in 
Ohio;  and  reporter,  photographer  and 
sports  columnist  for  the  Coshocton 
Tribune  in  Ohio.  Green  also  served  as 
an  assistant  managing  editor,  business 
editor,  suburban  bureau  chief  and 
reporter  at  the  Enquirer. 

The  McClatchy  Co.  has  announced 
plans  to  reorganize  its  corporate  op¬ 
erations,  including  expanding  its  sales 
and  marketing  efforts  and  integrating 
McClatchy  Interactive  into  the  rest 
of  the  company.  The  reorganization 
means  new  roles  and  responsibili¬ 
ties  for  two  senior  executives,  Mark 
Zieman,  \dce  president,  operations, 
and  Christian  A.  Hendricks,  \dce 
president  of  interactive  media.  Zie¬ 
man  \vill  continue  in  an  expanded 
role  as  vice  president  of  operations 
with  oversight  of  McClatchy ’s  29  local 


media  properties,  the  corporate  digital 
revenue  development  team  and  the 
corporate  production  team.  Hendricks 
\\ill  take  on  new  responsibilities  as 
Aice  president  of  products,  market¬ 
ing  and  innovation.  He  wll  assume 
oversight  of  audience  development, 
business  development,  product  man¬ 


agement,  mobile  initiatives,  mar¬ 
keting,  corporate  communications, 
and  external  partnerships  and  wall 
continue  his  oversight  of  McClatchy ’s 
Tru  Measure  subsidiaiya 

Pui-Wing  Tam  has  been  named  technol¬ 
og)'  editor  for  The  New  York  Times.  Tiun 
most  recently  led  Bloomberg’s  technolog)' 
coverage  in  San  Francisco  for  the  past  two 
years,  after  nearly  tw'o  decades  at  live  Wall 
StieetJournal.m'New York,  San  Francisco 
imd  Hong  Kong. 

James  Warren  has  joined  the  Po)’nter 
Institute’s  digital  team  as  chief  media 
correspondent.  Warren  has  sen'ed 
as  Washington  bureau  chief  for  The 
New  York  Daily  Neivs,  and  as  a  former 
managing  editor  and  Washington 
bureau  chief  of  The  Chicago  Tribune. 
Warren  w'as  also  a  media  columnist 
for  the  Tribune  and  a  teleHsion  ana¬ 
lyst  on  MSNBC,  Fox  News,  CNN  and 
A1  Jazeera  America. 

Juliet  Lapidos  has  been  named 
op-ed  page  editor  of  the  Los  Angeles 
Times.  Most  recently,  Lapidos  served 
as  a  staft'  editor  at  the  Neio  York 
Times,  where  she  has  spent  the  last 
four  years  writing  editorials  and  ed¬ 


iting  “Taking  Note,”  the  blog  of  the 
editorial  board.  She’s  a  former  as¬ 
sociate  editor  at  the  online  magazine 
Slate,  where  she  wrote  frequently 
and  edited  the  Explainer  column,  as 
well  as  regular  columns  on  subjects 
as  disparate  as  food,  drink,  religion 
and  television.  ■ 


(  Robin  L.  Quillon.  publisher  of  Tie  Tribune- 
%  Democrat,  will  no’w  also  oversee  the  Cuiii- 
M  berland  Times-Nexvs  in  nor tliern  Maryland. 

^  Quillon  is  also  a  regional  executive  for 
^  Community  Newspaper  Holdings  Inc.  and  will 
I  continue  in  ail  three  roles. 


editorandpublisher.com 


Business  Directory 
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to  leading  media  Media  intelligence  Center 

research  and  ^ 

audience  companies  X 


Robust  analysis  tools 
and  customizable  reports 


Direct  feeds  to 
top  advertisers 
and  ad  agencies 


Alliance  for  Audited  Media 

Contact:  Kristina  Meinig, 

Senior  Manager,  Marketing 
Phone:224-366-6412 
Fax:  224-366-6949 

E-mail: 

Kristina.meinig@auditedmedia.com 
Website:  auditedmedia.com 

What  is  the  Alliance  for  Audited  Media? 

The  Alliance  for  Audited  Media  is  a  nonprofit,  member- 
based  organization  that  empowers  North  America's 
leading  media  companies,  advertising  technology 
providers,  ad  agencies  and  advertisers  to  transact  with 
greater  trust  and  confidence. Our  unique  membership 
defines  and  differentiates  us  from  other  organizations  and 
advocacy  groups  because  each  membership  division  has  a 
stake  in  the  organization: 

Publishers  present  a  verified  look  at  their  media  brands 
and  distribution  channels. 

Ad  tech  firms  demonstrate  a  commitment  to 
transparency  and  adherence  to  industry  guidelines  for 
measurement  and  quality  standards. 

Advertising  agencies  plan  media  decisions  with  credible, 
comparable  AAM  data. 

Advertisers  gain  confidence  that  their  marketing  budgets 
are  invested  in  the  right  channels  and  outlets. 

Together,  these  AAM  constituencies  play  a  critical  role 
in  the  media  ecosystem,  collaborating  in  new  ways  to 
bring  transparency  to  a  changing  industry. 

How  We  Serve  the  Newspaper  industry 

Provide  advertisers  with  your  up-to-date  cross-media  data 
using  AAM's  sophisticated  database,  the  Media 
Intelligence  Center.  From  opt-in  newspaper  quarterly 
circulation  data  to  audited  monthly  web  metrics,  AAM's 
comprehensive  reports  and  analysis  tools  allow 
newspapers  to  show  potential  buyers  more  frequent, 
trusted  information  about  their  audience  and  reach  in 
their  distinct  markets. 

The  Media  Intelligence  Center  is  the  source  for  media 
buyers  to  access  reliable  cross-media  newspaper  data  for 
nearly  2,000  AAM  and  Certified  Audit  of  Circulations  (CAC) 


members.  And  with  AAM's  most  recent  frequent  reporting  initiative, 
the  Media  Intelligence  Center's  more  than  5,000  active  users  are 
provided  with  real  time,  comprehensive  metrics  across  a  newspaper's 
print  and  digital  products. 

Novus  Media  Attests  to  the  Benefits  of 
AAM's  Frequent  Reporting  Program 

Media  buyers  are  supporting  more  frequent  circulation  reporting. 
Melony  Rios,  vice  president  client  services  at  Novus  Media  and  a 
member  of  AAM's  newspaper  buyers'  committee,  believes  continuous 
cross-media  reporting  is  critical  to  provide  a  larger,  clearer  view  of  the 
audiences  buyers  can  reach  via  their  brand.  As  publishers  introduce 
new  print  and  digital  products  to  the  market,  clients  need  increasing 
transparency  into  the  strength  of  those  platforms.  And  it  is  especially 
important  to  have  the  most  current  digital  metrics  available  monthly. 

"The  quarterly  reports  from  the  Newspaper  Analyzer  in  the  Media 
Intelligence  Center  provide  transparency  into  current  and  seasonal 
circulation.  We  can  now  use  AAM  data  to  see  circulation  trends 
quarterly  and  year  over  year  to  give  us  a  better  understanding  of  what 
is  happening  with  the  newspapers'  printed  circulation  and  digital 
media.  We  need  quicker  access  because  today's  marketers  require 
faster,  more  intelligent  and  informed  buying  decisions.  Waiting  for  a 
six-month  statement  or  a  yearly  audit  is  not  conducive  to  today's 
i  buying  environment." 

Over  the  past  few  years,  newspapers'  publishing  plans  have  evolved 
j  to  reach  readers  across  platforms.  Newspapers  still  produce  printed 
[  content,  but  they  also  touch  audiences  through  digital  editions,  pay- 
!  walled  websites,  Sunday  inserts,  affiliated  products  and  more. 
Meanwhile,  buyers  are  initiating  integrated  strategies  to  reach 
consumers  using  these  platforms.  And  they  want  faster,  better, 
validated  data  to  help  shape  those  strategies. 

AAM  created  the  Consolidated  Media  Report  in  the  late  2000s  as  a 
!  way  for  newspapers  to  communicate  their  cross-media  audience 
stories  with  the  authority  and  transparency  of  an  AAM  audit.  Now  with 
AAM's  frequent  reporting  initiative,  newspapers  can  report  their  total 
media  footprint  directly  into  the  Media  Intelligence  Center  for  buyers 
to  access  on  a  quarterly  or  monthly  basis. 

Newspapers  and  buyers  have  worked  together  to  design  a  plan  to 
I  fundamentally  change  how  newspapers  report  their  cross-media  data 
to  the  marketplace  via  AAM.  In  return,  the  newspaper  industry  has 
:  been  provided  with  a  comprehensive  database  of  the  up-to-date, 
comparable  circulation  and  audience  metrics  it  needs  to  successfully 
!  transact  with  trust. 
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NewsBank,  inc. 

5801  Pelican  Bay  Blvd,Ste.600, 
Naples,  FL  341 08-2734 

Contact: Chuck  Palsho,  President 

and  Chief  Content  Officer, 

NewsBank  Media  Services 

Phone:  800.762.81 82 

Fax:  239.263.3004 

EMail:  cpalsho@newsbank.com 

Website: 

www.newsbank.com/publishers 

Company  Profile: 

NewsBank  has  been  the  industry 
leader  in  news  archiving  for  more 
than  40  years.  During  this  time,  we 
have  built  partnerships  with  more 
than  9,000  publishers  around  the 
world,  working  together  to 
monetize  archives  and  drive  new 
revenue.  Partnership  agreements 
include  generous  revenue-sharing 
models  and  can  be  customized  to  fit 
the  needs  of  any  news  organization. 
As  the  leading  news  information 
provider  in  the  library  and 
education  markets,  NewsBank  also 
helps  publishers  gain  exposure  for 
their  brand  and  increase  the  size  of 
their  audience  via  extensive  content 
distribution  channels. 


How  we  serve  newspapers: 

We  provide  customized  packages  of  free  or  low-cost  services  that  are 
designed  to  drive  digital  revenues. 

•  Digitization  -  Turn  your  archives  into  a  profitable  digital  revenue 
stream  by  digitizing  your  microfilm  and  making  it  searchable. Con¬ 
nect  with  a  wide  range  of  users  in  your  community,  and  provide  an 
indispensable  research  tool  for  your  staff. 

•  Audience  growth  -  Expand  your  audience  and  earn  digital 
revenue.  NewsBank  provides  public  libraries,  colleges  and  universi¬ 
ties,  schools,  government  libraries,  and  more  with  access  to  compre¬ 
hensive  news  collections  for  research  and  education,  NewsBank 
consumer  research  tools  for  genealogy  and  family  history  enthusi¬ 
asts  include  GenealogyBank.com, ObitsArchive.com  and 
NewsLibrary.com. 

•  Website  archive  sales  -  Set  up  search  pages  quickly  with  our 
easy-to-use  tools.  Just  add  your  branding  and  display  ads. We  handle 
ecommerce  transactions  and  customer  service  for  your  NewsBank- 
hosted  archive. 

•  Microfilming  -  Preserve  your  edition  of  record  safely  and  inexpen¬ 
sively.  NewsBank  maintains  and  monitors  fireproof,  climate-con- 
trolled  vaults  to  help  you  preserve  your  valuable  archives. 

•  Newsroom  research  tools  -  Put  your  digital  archives  in  the  hands 
of  those  who  can  utilize  it  the  most.  Support  your  newsroom  by  ex¬ 
panding  reporters'  access  to  the  complete  history  of  the  community 
they  cover. This  is  context  they  can't  find  while  using  today's  popular 
search  engines. 

Why  news  publishers  choose  NewsBank 

News  is  our  core  business.  NewsBank  is  more  than  just  an  archiving 
company  -  partnering  with  us  means  access  to  a  multitude  of  much- 
needed  services. We  provide  state-of-the-art  resources  to  publishers 
through  tested  business  models  that  succeed. 


How  we  are  different 

NewsBank  has  the  most  experience 
digitizing,  hosting  and  managing  news 
archives  on  a  day-to-day  basis. 
Additionally,  we  have  decades  of 
experience  in  helping  publishers 
license  and  manage  the  rights  to  their 
content. 


Testimonial: 

"I  find  that  I  use  these  digitized  archives  daily.  I  am  amazed  at  how  much 
more  I  can  find  and  how  much  time  that  it  saves.  To  have  this  treasure 
trove  at  my  fingertips  is  phenomenal.  And  then  there  is  the  revenue  that 
we  have  generated  -  it  has  far  exceeded  what  I  ever  thought  that  I  would 
see.  My  administration  is  quite  pleased  that  this  not  only  provides  a 
service  to  the  public,  but  is  lucrative  for  Capital  City  Press  as  well." 

-  Judy  Jumonville,  Library  Manager,  The  Advocate/ 

The  New  Orleans  Advocate/The  Acadiana  Advocate 


ICANONI 


Contact:  '  * 

Sales  Ph:  1-800-544-4450  E-mail: 
sales@icanon.com  Website:  newzware.com 

Who  we  are  and  what  we  do  - 

ICANON  is  a  privately  held  company  centrally  lo¬ 
cated  in  the  Northeast  Business  Corridor  near  Phila¬ 
delphia,  Pennsylvania.  Regardless  of  application,  data 
management  is  a  core  competency  with  ICANON 
since  its  formation  in  1990. 

Newzware  is  an  established  legacy  of  circulation, 
advertising,  production,  financial,  editorial  software 
and  professional  service  solutions  for  the  publishing 
industry.  Newspaper  and  media  professionals  rely  on 
timely  and  reliable  processes  to  efficiently  manage 
the  production  and  financial  workflow,  leaving  valu¬ 
able  time  for  creativity  and  thoughtful  management 
of  new  industry  challenges.  Newzware,  as  a  division 
of  ICANON  Associates,  provides  the  software  solu¬ 
tions  to  manage  the  former  and  the  customer  support 
to  assist  with  the  latter.  Newzware  users  obtain  and 
share  information,  manage  their  resources,  generate 
revenue  and  remain  productive  all  within  the  protec¬ 
tive  framework  of  Newzware  Software  Solutions. 
Most  importantly,  our  Newzware  users  develop  a  real 


imJNewzware 

A  Division  of  ICANON 

comfort  in  the  knowledge  that  we  are  there  when  they  need 
us.  Newzware  support  is  unmatched  in  the  industry. 

Benefits  to  you  as  a  Media  Company  - 

The  new  media  publishing  industry  is  a  marvel  of  evolution 
and  we  faee  dismptive  ehanges  that  challenge  traditional  pub¬ 
lishing  methods.  Your  customers  are  getting  their  information 
in  new  ways,  how  will  you  compete? 

Newzware  is  a  cost-effective  evolutionary  platform  that  will 
help  you  produce,  assemble,  deliver  and  profit  from  your  ef¬ 
forts  in  the  modem  publishing  age.  ICANON  believes  that 
you  need  only  invest  in  these  software  tools  one  time.  The 
software  vendor  should  be  stable  and  responsible  for  keeping 
their  product  current  with  technology  advances  and  meeting 
the  demands  of  its  customer  base.  That  is  why  all  Newzware 
Customers  under  Maintenance  Contract  continue  to  receive 
all  Newzware  license  upgrades  at  no  additional  cost. 

Innovations  such  as  web  portals  for  customer  interaction, 
digital  paid  content  management,  integrated  &  optimized 
mapping,  demographic  import  and  export  facilities  and  ex¬ 
pansive  reporting  are  all  internal  features.  Call  us  today  to 
discuss  your  future — 800  544-4450 


Publishers  Circulation  Fulfillment,  Inc.  (PCF) 

Contact:  Sales 

Phone:1-877-723-6668 

E-mail:  sales@pcfcorp.com 

Website:  www.pcfcorp.com 


TURN  DISTRIBUTION  CHALLENGES  INTO 

BUSINESS  OPPORTUNITIES 


(=)  PCF 


Company  Profile 

For  30  years,  PCF  has  been  the  proven  leader  in  all 
operational  aspects  of  print  distribution  for  some  of 
the  country's  major  newspapers.  As  one  of  the 
largest  home  delivery  and  distribution  service 
providers  in  the  United  States,  PCF  helps  publications 
of  all  sizes  reduce  costs,  expand  or  maintain  their 
delivery  footprint,  and  stabilize  service  to  improve 
subscriber  retention. PCF  has  the  unrivaled  depth  of 
knowledge  and  expertise  needed  to  successfully 
support  print  distribution  operations  in  today's  ever 
changing  landscape. 

With  PCF  as  a  partner,  publishers  can  offload  daily 
operational  headaches,  and  refocus  resources  on 
managing  results  and  pursuing  growth. 


Benefits  to  a  newspaper 

PCF  offers  a  broad  range  of  services  and 
solutions  to  support  growth  and  operational 
efficiency. 

Delivery  Services  include  a  range  of  scalable, 
affordable  delivery  options,  serving  a  wide  range  of 
printed  media  -  including  dailies,  weeklies, 
newspapers,  magazines, free  publications,  Sunday 
Select  and  more.  PCF  serves  more  delivery  options 
than  ever,  including  single  copy  and  bulk,  total 
market  coverage,  select  market  coverage,  zoned 
delivery,  and  of  course,  traditional  home  delivery. 

Call  1-877-PCF-6668  to  find  out  more  or  visit  us  at 
www.pcfcorp.com 


Business  Directory 


Libercus 

Simply  publishing 


E.  Viddal  &  Associates 
Website:  www.libercus.com 
E-mail:  info@libercus.com 


Who  We  Are 

Libercus  was  built  to  address  the  specific  challenges  facing  the 
media  business.  With  our  innovative  implementation,  support, 
and  consumption-based  pricing  models,  we  WILL  lead  the 
industry  forward. 

How  would  a  newspaper  benefit  from  your  product  or  service? 

Libercus  brings  web  sites,  print  products,  and  e-editions  to  life. 
Generate  ad  revenue  through  profile-based  and  geo-targeted 
ads,  dynamic  and  searchable  electronic  inserts,  and  video  with 
pre-,  mid-,  and  post-roll  adds,  all  in  the  context  of  an  electronic 
newspaper  replica. 


Why  should  a  newspaper  choose  your  solution? 

It’s  time  to  leave  behind  the  old  ways  of  doing 
things:  complex  software,  separate  systems  for 
different  publishing  platforms,  expensive  on-site 
infrastructure.  Libercus  delivers  content  where 
readers  want  it.  This  drives  readership,  increases 
revenue,  simplifies  support  and  reduces  cost. 

What  differentiates  you  from  your  competitors? 

Libercus  was  created  to  operate  natively  in  the 
cloud.  In  conjunction  with  Microsoft  Azure,  it  is 
unbeatable  for  economy  of  scale,  resilience,  and 
ease  of  use.  Combining  the  digital  and  print 
production  process  into  one  system,  all  Libercus 
functions  are  accessible  through  web  browsers, 
reducing  the  cost  of  IT  equipment  and 
maintenance. 


AixfiivelnABo^^ 

Archive  In  A  Box 

Phone;  360-427-6300 

Website:  www.ArchivelnABox.com 

Who  We  Are: 

We  specialize  in  making  digital  copies  (scans)  of  your  printed 
newspapers  and  bound  volume  archives  which  you  can  store  online 
and  access  from  any  device. 

•  Our  service  includes  everything  —  shipping  &  logistics,  high 
resolution  scanning,  digital  copies,  hard  drives,  and  online  hosting. 

•  We  work  on  your  schedule  and  budget  with  no  contract 
commitment  —  scan  in  batches,  and  pay-as-you-go. 

•  You  exclusively  own  and  control  the  original  scans  and  all  copies. 
No  partnership  is  required. 

How  will  you  benefit? 

As  the  steward  of  your  community's  published  history,  you  know  the 
value  of  your  printed  newspaper  archive.  Don't  wait  —  begin  your 
digitization  before  you  suffer  a  loss! 

•  Digital  copies  preserve  your  archive,  and  effectively  nullify 
physical  loss. 

•  Your  bound  volume,  loose,  and  microfilm 
materials  can  be  digitized. 

•  Fully  searchable. 

•  Integrate  with  your  existing  PDF  archive. 

Case  studies  and  testimonials 

Please  visit  our  website  for  complete  details: 
www.ArchivelnABox.com 


Reach  Decision  Makers 


Is  Explaining  Your  New-media 
Business  to  Newspaper  Executives 
a  Constant  Challenge? 

Rapid  and  continuous  technology  changes  make  it  tough 
for  publishing  executives  to  keep  current  with  products 
and  services  provided  by  new-media  companies. 

Our  readers  constantly  ask  if  we  would  create  a  directory, 
listing  new-media  companies  and  outlining  how  they  ben¬ 
efit  newspapers. 

Newspaper  industry  decision  makers  are  looking  to  sim¬ 
plify  their  lives,  and  our  new  business  directory  will  help 
publishers  better  understand  the  products  and  services 
you  sell. 

To  advertise  in  E&Ps  Business 
Directory,  please  contact: 

E&P  Sales 

(949)660-6150,  ext.  214 
sales@editorandpublisher.com 


ELfP 

editorwpubusher. 


Brokers 


Brokers 


•  35  Years  Publishing  Experience 
■  Book,  Magazine  &  Newspaper  Company  Financial  Valuations 
•  Global  Expertise,  Deep  Market  Knowledge,  Unmatched  Integrity 


KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  Excellence!  14 

WWW.KAMENGROUP.COM  T 

Follow  us  on  twitter  at  www.twiner.com/kamengroup 

Customized  User-Friendly  25  Page  Appraisals  &  Business  Plans. 

The  Leaders  in  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers  ■ 
New  York  (516)379-2797  •  Email:  lnfo(aKamenGroup.com 
•  Expert  Valuation  Witness  *  Acquisitions  -  Mergers  -  Sales 
•  Appraisals  For  All  Print  &  Digital  Media 
•  Website,  B2B  &  Listing  Co.  Valuations  •  Worldwide  Service 
626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondale  NY  11556 


Please  tell  them  you  saw  it  in  E&P. 


1 

J 

\i&\ 

P  CLASSIFIED  ADVERTISING 

[  Phone:  800-887-1615  E-mail:  classifieds(&editorancipublisher.com  Fax:  866-605-2323 

Appraisers 


Appraisers 


Brokers 


Brokers 


I  Whose  voice  do 
industry  leaders  seek? 

Just  ask  them. 

"Kevin  Kamen  works  relentlessly.  Whenever  he  speaks  about  | 
the  publishing  business  or  companies,  I  pay  close  attention." 

-  Paul  Tash  (Mr.  Tash  is  Chairman  of  the  Pulitzer  Board  i 
and  CEO/Chairman  of  the  Tampa  Bay  Times.)  August  1,2014 

"Kevin  Kamen  is  one  of  the  world's  best-known  and  most 
i  prolific  brokers  of  media  properties  and  companies." 

-  Gypsy  C.  Gallardo,  CEO/Publisher  of  \ 
The  Power  Broker  Magazine,  July  30,2014  ! 


Whose  judgement  do  they  trust? 

"Kevin  Kamen  correctly  predicted  as  far  back  as  2010  that 
a  buyer  would  be  willing  to  pay  $42  million  to  $51  million  for 
The  Journal ...  'They  paid  about  $4  million  to  $5  million  more 
than  they  should  have,'  Kamen  told  WPRI.com  ...  Kamen 
suggested  Gatehouse  was  motivated  to  pay  a  premium  in 
part  to  ensure  a  competing  newspaper  chain  didn't  get  The 
(Providence)  Journal  instead." 

-  Ted  Nessi,  WPRI 12,  Providence,  Rhode  Island,  July  23, 2014 


Getting  it 
right  matters! 


Considering  selling  your  publication? 
You  should  have  your  title  financially  valued 
correctly  and  listed  for  sale.  Call  or  come  visit 
Kamen  &  Co.  Group  Services  to  assist  you. 


516.379.2797  •  626  RXR  Plaza  •  Uniondale,  NY  11556 
info@kaniengroup.com  •  www.kaniengroup.com 


KAMEN  &  CO.  GROUP  SERVICES  I 

Let  us  provide  the  high  level  of  professional,  personal  guidance  \ 
and  custom  solutions  that  your  media  entity  deserves. 
www.KamenGroup.com 

Global  expertise,  deep  local  market  knowledge  &  unmatched  integrity.  { 


516-379-2797  •  info@KamenGroup.com 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting  •Valuations'Sales-Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


Representing  clients  with 
Knowledge  -  Experience  -  Integrity 
in  over  300  transactions. 

National  Media  Associates 

Visit  us  at: 

nationaimediasales.com 

for  a  confidential  conversation. 


info@kamengroup.com  www.kamengroup.com 

KAMEN  &  CO.  GROUP  SERVICES 

NY  (516)379-2797  •  FL  (727)786-5930  •  FAX  (516)379-3812 
626  RXR  Plaza,  Uniondale,  NY  1 1 556 


Publications  For  Sale 


Publications  For  Sale 


*  KAMEN  &  CO.  GROUP  SERVICES  : 

.  Family  owned  New  Mexico  Newspaper  &  Shopper,  Well  i 

-  branded  NY  Shopper,  Wake  County  NC  Shopper  &  Auto  Mag,  i 

-  Central  FL  Parent/Family  Mag,  NM  GREEN  Health/Eco  : 
Newspaper,  Local  TN  Mag,  Charleston  &  Myrtle  Beach  SC  : 

:  Publications.  West  Coast  Independent  Movie  Studio  &  Film  i 
!  Distributorship  seeks  investors  and/or  new  ownership.  i 


516-379-2797  •  info@KamenGroup.com 


Kamen  &  Co.  group  services 

l*ublishinff  Coinptinif  Appraisals  A  lirakeriup 


f'clitorandoublishercom 
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Phone:  800-887-1615 


E&P 


Fax:  866-605-2323 


OWN  IT 


EDITOR&’PUBLISHER 


94th  Annual 


Newspaper 

DataBook 


The  201 5  DataBook  contains  tens  ot  thousands  of  facts  for  more 
than  8,000  daily  and  weekly  U.S.  and  Canadian  newspapers  with 
a  combined  circulation  of  110.2  million! 


Set 


Publications  For  Sale 


Publications  For  Sale 


Help  Wanted 


Help  Wanted 


FOR  SALE: 

PUBLISHING  IN  PARADISE 

Own  an  island  newspaper  and 
start  living  the  dream  on  St.  John, 
U.S.  Virgin  Islands  —  one  of  the 
world's  top  travel  destinations. 
The  weekly  Sf.  John  Tradewinds 
newspaper  was  established  in 
1 972.  The  community  newspaper 
has  a  paid  circulation  and  loyal 
advertisers.  Don't  delay  making 
your  dream  a  reality! 
$300,000 

Call  (340)  642-5365  or 
email:  maUnda@tradewinds.vi 


Representing  clients  with 
Knowledge  -  Experience  -  Integrity 
in  over  300  transactions. 

National  Media  Associates 

Visit  us  at; 

nati0nalmediasale5.com 

for  a  confidential  conversation. 


TO  PLACE  AN  AD 
IN  E&P's  CLASSIFIED 
CALL  1-800-887-1615 
or  email 

classifieds^editorandpublisher.eom 


ADVERTISING  DIRECTOR 

Family  owned  and  operated  for  over  1 16  years,  TheTimes-Tribune,  Scranton,  PA, 
Northeast  Pennsylvania's  premier  provider  of  news  and  advertising  information, 
is  looking  for  a  skilled  and  motivated  sales  leader.  The  Times-Tribune  has  ex¬ 
panded  dramatically  over  the  years  and  we  are  now  looking  for  an  aggressive 
manager  to  lead  our  sales  team  to  meet  our  customer’s  needs  with  a  variety  of 
print  and  online  products.  The  ideal  candidate  should  have  a  minimum  of  five 
years  sales  management  experience.  Prior  newspaper  or  other  media  experience 
is  a  plus.  We  are  looking  for  an  individual  who  sees  opportunity  in  adversity  and 
is  dedicated  to  helping  our  customers  grow  their  business  in  new  and  creative 
ways.  Strong  analytical  abilities  are  required  and  knowledge  of  internet  advertis¬ 
ing  is  essential.  Responsibilities  include;  Initiating  and  executing  all  sales  efforts, 
defining  objectives,  commission  programs  and  setting  goals,  developing  adver¬ 
tiser  promotions,  sales  and  expense  budget  management,  motivating  and  train¬ 
ing  sales  reps,  collections,  hiring,  etc. 

If  interested,  send  cover  letter,  resume  and  salary  history  to: 

Donald  Farley,  COO  Print  and  Digital  The  Times-Tribune 
149  Penn  Avenue,  Scranton,  PA  18503 
emai\:  dfarley&timesshamrock.com 
EOE  DRUG  FREE  WORKPLACE 


Publishing  Opporiunities^V  Publishing  Opportunities 


ADVERTISING  SUPERVISOR 

Finance  &  Commerce,  a  daily  business  newspaper  focused  on  covering  real  es¬ 
tate,  construction  and  development  in  the  Twin  Cities  and  Minnesota,  has  an 
opening  for  an  Ad  Supervisor,  The  Advertising  Supervisor  hires,  coaches  and 
trains  sales  people  and  establishes  strategic  plans  for  growth  of  advertising  reve¬ 
nue,  seeks  out  the  means  of  increasing  market  share,  and  generates  ideas  to 
grow  our  iist  of  potential  and  active  clients.  In  addition  to  managing  the  account 
executives,  the  advertising  supervisor  maintains  a  list  of  major  accounts. 

List  of  responsibiiities  are: 

•  Oversee  the  daiiy  operation  of  the  advertising  staff. 

•  Provide  leadership-serve  as  mentor,  coach  and  trainer  for  advertising 
department  staff. 

•  Plan  sales  strategies  to  maximize  revenue  potential  by  understanding  of  market 
and  possibilities  of  growth 

•  Hold  weekly  sales  meetings  and  work  with  staff  members  on  a  one  on  one  basis 
as  needed. 

•  Coach  the  staff  towards  integrated  sales  solutions  for  their  clients  (web,  paper, 
special  sections,  and  classifieds  and  event  sponsorships). 

The  ideal  candidate  will  have  3-5  years  of  media  management  experience. 
We  offer  competitive  compensation  and  a  comprehensive  benefits 
program.  Finance  and  Commerce  is  part  of  The  Dolan  Company 
headquartered  in  Minneapolis,  MN.  Email:  careers(s>thedolancompany.com. 
EOE. 


FOR  SALE 

•  22  3/4”  cut-off  1 1  -unit  SSC  with  folder  &  upper  former. 
Excellent  condition  and  available  immediately. 

•  22  3/4"  cut-off  14-unit  Goss  SC  including  after-market  two 
4-high  conversions.  Available  for  immediate  removal. 

•  22  3/4"  cut-off  12-unit  SC/SSC  COMMUNITY  press  -  SOLD 

•  22  3/4"  cut-off  9-unit  GOSS  SC  press  -  REDUCED  PRICE 


NEWSPAPER  MACHINERY  LLC 
(913)  492-9050  •  inmc1@inlandnews.com  •  www.inlandnows.com 


Now  is  the  perfect  opportunity  to  own 
your  own  business  and  be  your  own  boss 


.ivC'  UL.  n  c.:ll  8()0-L>27  1782 
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oditorandpublisher.com 


oditorandpublisher.com 


Help  Wanted 


Help  Wanted 


Help  Wanted 


Help  Wanted 


EDITOR 

Greenspun  Media  Group  is  seeking  a  new  member  for  its  one-of-a-kind  editing 
team,  which  produces  content  for  a  diverse  set  of  titles  that  includes  a  News- 
week-style  local  news  publication,  a  24/7  news  website  and  a  daily  newspaper. 

If  you  love  developing  stories  in  formats  ranging  from  long  narratives  to  info¬ 
graphics,  and  you  enjoy  being  part  of  a  collaborative  process  with  reporters,  fel¬ 
low  editors  and  designers,  we'd  like  to  talk  to  you. 

The  successful  candidate  will  have  experience  brainstorming  and  developing 
stories  with  reporting  staff,  editing  and  scheduling  content,  helping  reporters 
manage  their  schedules,  writing  stories,  and  preparing  and  packaging  content 
for  publication  online.  We  want  someone  who  combines  strong  fundamental 
editing  skills  and  a  bedrock  commitment  to  accuracy  with  an  explorative  nature 
and  a  team-oriented  attitude.  A  journalism  or  related  degree  is  required,  as  is  the 
ability  to  turn  around  stories  quickly  and  efficiently.  A  strong  interest  in  politics 
and  government  is  a  plus. 

The  editor  will  lead  a  small  team  of  reporters  and  will  also  be  responsible  for  co¬ 
ordinating  and  budgeting  all  content  from  the  news  staff. 

GMG  is  a  family  owned,  diversified  media  company  whose  titles  include  The  Sun¬ 
day,  the  Las  Vegas  Sun,  Las  Vegas  Magazine,  VEGAS  INC,  Sun  Media  and  a  family 
of  leading  websites.  We're  building  a  media  company  for  the  next  SO  years,  and 
we  take  pride  in  the  quality  and  progressive  nature  of  our  work.  GMG  sites  have 
won  EPPY  Awards  for  five  consecutive  years,  including  a  2014  EPPY  for  Best  En¬ 
tertainment  Website  for  lasvegasweekly.com. 

interested  in  applying?  If  so,  please  send  your  resume  to 
jobi(^gmgvegas.com  with  'Editor'  in  the  subject  line. 

Greenspun  Media  Group  is  an  Equal  Opportunity  Employer. 


If  you  are  reading  this,  so  are  your  potential  employeesi 
To  advertise,  call  1-800-887-1615 


Sycamore  Media  seeks  a  creative,  experienced  editor  to  lead  the  newsroom  of  a 
two  day-per-week  community  newspaper  in  eastern  Iowa.  The  editor  is 
responsible  for  overseeing  the  day-to-day  operations  of  the  newsroom, 
including  planning,  writing,  editing,  design  and  directing  the  news  staff. 
Qualified  candidates  will  possess  excellent  reporting  and  writing  skills,  strong 
planning  and  organization  skills,  proficiency  in  Microsoft  Word,  Adobe  In- 
Design,  Quark  or  related  software  applications,  and  solid  leadership. 

If  you  are  interested  in  working  for  a  small  company  with  big  ideas  and  want  to 
make  a  difference,  and  have  fun,  send  your  resume,  cover  letter  and  three  news- 
orientated  writing  samples  to  HUMAN  RESQURCES/NEWS  at: 

recruitmentsym@gmail.com 


Representing  clients  with 
Knowledge  -  Experience  -  Integrity 
in  over  300  transactions. 

National  Media  Associates 

Visit  us  at: 

nationalmediasales.com 

for  a  confidential  conversation. 


What  is  the  WORST  that  can  happen 
if  you  don't  advertise? 
NOTHING! 


Call  1-800-887-1615 


HELP  WANTED 
AD  SPECIAL! 

Up  to  100  words: 

$50.®® 

Additional  copy: 

$20.®® 


Call  1-800-887-1615 


Gatehouse  Media* 


Vice  President  of 
Human  Resources 

Reporting  to  CEO  of  GateHouse  Media,  LLC 


GateHouse  Media,  LLC,  one  of  the  largest  publishers  of  locally  based  print  and  online 
media  in  the  United  States,  is  seeking  an  executive  level  VP  of  Human  Resources  to 
serve  the  development  and  implementation  of  the  company's  HR  strategy.  We  are 
looking  for  a  senior  level  leader  who  shares  our  core  values  and  commitment  to  our 
employees.  Our  VP  of  Human  Resources  will  be  a  roll  up  your  sleeves,  tested  and  and 
entrepreneurial  leader  with  a  desire  make  a  positive  impact  on  the  most  important 
part  of  our  business  -  our  people. 

The  VP  of  HR  for  GateHouse  will  provide  human  resources  leadership  for  this  fast 
growing  organization  including  8500  employees  across  31  states.  Based  In  Pittsford, 

NY,  the  new  VP  will  report  to  our  CEO  and  work  closely  with  executive  leadership 
to  develop  and  implement  strategic  HR  initiatives  that  optimize  organizational 
effectiveness  and  create  lasting  business  results. 

Minimum  1 0-1 2  years  of  experience  in  HR,  with  at  least  3-5  years  in  a  senior  level 
supervisory  HR  role,  preferably  as  a  Director  or  above 

For  immediate  consideration, 

email  cover  letter,  salary  history  and  resume  to: 

execstaff@gatehousemedia.com 


I Shoptalk  /commentary _ 

Imagining  the  21st-Century 
Personal  News  Experience 


15y  Bill  Densmorc 

Last  year  we  intemewed  more 
than  85  journalists,  educa¬ 
tors,  technologists,  research¬ 
ers,  activists  and  citizens 
to  gather  a  picture  of  how  the  news 
“ecosystem”  must  change  to  sustain 
journalism.  The  resulting  report  for 
the  Donald  W.  Rejmolds  Journalism 
Institute  is  called  “From  Persona  to 
Payment.”  (tiimirl.com/iji-report)  In 
it,  experts  describe  the  need  for  news 
organizations  to  rethink  adv'^ertising  to 
make  it  more  personalized  and  1-to-l, 
to  collaborate,  and  to  help  their  users 
manage  their  personal  information 
and  pri^'^ac\^ 

Here’s  what  we  envision  as  the  best 
21st-centuiy  news  service  based  on 
coordinated  integration  of  2015-era 
technologv^ 

A  NEWS  CONSUMER 
SCENARIO,  2015 

•lane  Doe  is  up  at  6  a.m.  on  a 
weekday.  She  vv^ants  a  current  update 
on  the  news  that  matters  in  her  life. 
That’s  information  that  could  affect 
her  family,  her  work,  and  the  ideas 
and  things  she’s  piussionate  about. 

Nevv\s  to  Jane  is  not  just  what  would 
be  on  the  front  page  of  the  newspaper 
she  no  longer  subscribes  to  in  print. 

To  Jane,  news  is  wbat  her  friends  and 
colleagues  think  is  important.  Jane 
subscribes  to  a  service  that  finds  news 
for  her.  The  newsroom  of  the  her  local 
newspaper  is  an  affiliate  and  helps  cu¬ 
rate  the  stories  and  comment  threads 
that  comprise  the  Daily  Update  that 
arrwed  in  her  email  box  just  after  6 
a.m.  It’s  similar  to  hundreds  of  daily 


updates  put  out  by  nevv^s  purv'eyors  us¬ 
ing  email  list  technologies,  except  no 
other  person  besides  Jane  has  received 
the  exact  package  of  24  items  that 
she  is  about  to  swipe  tbrough  on  her 
mobile  device. 

Ev^en  though  the  24  information 
items  in  her  Daily  Update  are  from  24 
different  publishers,  Jane  gets  all  this 
information  with  a  single,  monthly  sub¬ 
scription  to  her  local  “InfoValet”  affiliate. 
Because  of  a  microaccounting  system 
used  by  the  service,  some  of  the  money 
Jane  pav^  her  local  affiliated  nevv^  orga¬ 
nization  is  parceled  out  to  other  publish¬ 
ers  based  on  usage.  Jane  doesn’t  hav'e  to 
do  anything  for  this  to  occur;  it’s  a  result 
of  netvv'orked  subscription  rev'enue  shar¬ 
ing  among  the  publishers. 

Not  all  of  the  items  reached  Jane 
because  of  her  expressed  or  inferred 
preferences.  A  few'  items— Jane  can 
specify  how  many  she  wants — are 
provided  by  her  local  new's  organiza¬ 
tion— the  affiliate  to  which  she  pays  a 
digital  subscription  fee  monthly. 

For  Jane,  this  senice  is  a  by¬ 
request,  on-demand,  continuously 
updating  and  customizable  view  of  the 
information  landscape  that  matters 
to  her.  It’s  is  her  personal  information 
companion. 

Ev'enihing  described  in  the  Jane 
Doe  scenario  is  possible  with  tech- 
nolog}'  available  today,  and  maybe 
ev'en  recognizable  as  applied  in  other 
contexts.  For  them  to  be  integrated  in 
a  simple  user  experience  here’s  some 
of  what’s  needed: 

Personalization:  More  systems 
need  to  emerge  that  can  elegantly 


match  the  words  and  ideas  in  millions 
of  news  and  information  resources 
to  the  e.xpressed  or  inferred  interests 
of  news-organization  users  like  Jane. 
This  process,  often  called  “semantic 
analysis”  is  an  active  held  of  computer 
science. 

Atomization:  Users  want  infor¬ 
mation  from  ev'erywhere  in  a  custom, 
personal  package.  Publishers  must 
collaborate  on  a  common  method  for 
tagging  the  price  of  their  content  for 
“atomic”  (single  item)  sale  across  a 
network.  The  network  needs  to  aggre¬ 
gate  pavonents  from  users  and  distrib¬ 
ute  them  to  the  publishers.  Publishers 
need  to  be  walling  to  experiment  with 
pricing  in  v'arious  contexts. 

Privacy:  Brands  and  “InfoValet” 
operators  need  to  agree  to  respect  user 
privacy'  preferences  for  the  use  of  ex- 
tensiv'e  online  behavioral  tracking  data 
collected  on  individuals  so  that  users 
will  trust  and  v'alue  their  services. 

Identity:  New's  organizations  need 
to  acquire  the  technology  expertise 
necessarv'  to  assemble  and  manage  the 
‘jiersonas”  of  their  users,  giving  users 
control  over  how  that  persona  is  used. 
They  might  do  this  independently,  or 
in  collaboration  with  Internet  plat¬ 
form  companies.  But  the  format  and 
iNpe  of  data  stored  and  shared  must  be 
standardized.  ■ 

Bill  Densmorc  is  a  Reynolds 
Journalism  Institute  Fellow  and 
co-founder  ofTaxonometnes  Inc. 
(taxonometrics.mc). 
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editorandpublisher.com 


Dear  E&P  Readers: 


It  gives  me  great  pleasure  to 
announce  the  immediate 
availability  of  our  new  HTMli 
Multi-Screen  ad  offering! 


This  offering  enables  you  to  monetize  your 
premium  display  inventory  at  top  tier  GP!^ 
across  all  desktop,  tablet  &  mobile  ci^iei 
you  will  love  our  flexible  working;  r^aiUM 


Structure 


CMitefe  todajp 


V, ,  'V.''i  ■;/ 


MARKS1f«^  aBmiLATION  V  AUDIENCE 


News  media  companies  are  going  through  radical  changes.  Radical  changes 
require  radical  innovations.  That’s  why  we  merged  together  four  of  the 
leading  media  software  companies.  We  came  up  with  the  radical  idea  that 
we  should  combine  our  talents  and  technologies  to  help  transform  our 
industry.  We  believe  it’s  the  only  way  we  can  all  break  through  to  success. 


For  more  information  or  to  schedule  a  demo  visit 


